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*307 Dear Brown... available (make-up) 


in all Hubschman fashion colours 
... Algy Shoes, Inc., Everett 49, Massachusetts. 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23... Fashion Office: 261 Fifth Avenue, New York 10 
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FOR CHILDREN OF ALL AGES 


with repeat 
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American Girl takes you out of the peak and valley business into a sure, stable, profit- 
able pattern — and a lot less worrisome one. The complete line sells more kinds of 
people, more times...52 weeks a year. 


teenager, young working woman, \ basics, sports, casuals, novelties, 
career woman, young married, matron { walking shoes, working shoes 


American Girl Shoe, 288 A Street, Boston, Mass. » New York Office: Marbridge Building, 47 West 34th Street 
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WASHINGTON ALERT .., ccosce onxes 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


FTC wants luggage labeled 


The Federal Trade Commission 
has called for labeling of luggage. 

If compulsory labeling of luggage 
proves to be workable, the FTC 
may then call for labeling of foot- 
wear on the ground that all leather 
products should logically be brought 
under a common federal labeling 
provision. 

The rules, when put into effect, 
would apply to the following: 
trunks, suitcases, traveling bags, 
sample cases, instrument cases, 
brief cases, ring binders, billfolds, 
wallets, key cases, coin purses, card 
cases, French purses, dressing 
cases, stud boxes, tie cases, jewel 
boxes, travel kits, and similar ar- 
ticles. 

Ladies’ 
cluded. 

Such terms as “top grain cow- 
hide” may only be used when this 
is actually the case, under new 
rules. There are a number of other 
provisions in the rules regarding 
usage of leather terms. 


handbags are not in- 


A fresh look at imports 


Congressional investigators are 
preparing for a fresh look at the 
shoe import problem. A House sub- 
committee, headed by Rep. John H. 
Dent (Pennsylvania Democrat) is 
planning to hold public hearings 
in Boston late this summer. The 
date will be set later. 

Mr. Dent is a labor lawyer. He 
served more than 20 years in the 
Pennsylvania legislature. He has 
radically shifted his views on for- 
eign trade in recent years. At one 
time a strong supporter of the re- 
ciprocal trade program, he now is 
calling for government action to 
slow down the flood of imported 
goods. 

Mr. Dent spent several hours at 
the National Shoe Manufacturers 
Assn’s display of imported foot- 
wear in Washington earlier this 
year, and openly conceded that the 
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import situation is “frightening.” 
He told the shoe manufacturers who 
came to Washington that he in- 
tends to press for congressional ac- 
tion to bring relief, but he did not 
spell out the kind of relief he has 
in mind. 

One way to speed up political ac- 
tion on the import problem is for 
affected business executives to write 
their views to Mr. Dent and the 
members of his investigating sub- 
committee. Here are their names: 
Cleveland M. Bailey (West Virginia 
Democrat), D. V. Daniels (New 
Jersey Democrat), Robert N. Gi- 
aimo (Connecticut Democrat), 
Julia B. Hansen (Washington Dem- 
ocrat), Carroll B. Kearns (Penn- 
sylvania Republican), Donald C. 
Bruce (Indiana Republican), and 
John M. Ashbrook (Ohio Republi- 
can). The address, in each case, is 
“House of Representatives, Wash- 
ington, D. C.” 


Import discontent grows 


The new Bridges bill (he’s Sen- 
ate Republican leader) shows the 
way discontent over the import 
problem is growing. 

Mr. Bridges is the latest of a 
lengthening list of Senate and 
House members to sponsor bills de- 
signed to slow down imports. 

Because the low-tariff lobby still 
has a majority of votes in both 
houses of Congress, there is little 
or no hope that curbs on imports 
will be written into law this year. 
But the fact that more and more 
members are waking up to the seri- 
ous problems facing domestic man- 
ufacturers shows the growing di- 
mensions of the problem. 

What is causing many politicians 
to see the light is this: Unions are 
now complaining about imports. 

When manufacturers were the 
only group to complain, the attitude 
in Congress was “the principle of 
free trade is more important than 
a few manufacturers.” 


But now that union leaders are 
protesting the loss. of dues-paying 
members, the attitude is shifting to 
“something must be done.” 

The Bridges approach to the im- 
port problem is simple: Force the 
President to accept the recommen- 
dations of the U. S. Tariff Commis- 
sion. As matters stand now, the 
President can either accept or re- 
ject reports of the Tariff Commis- 
sion. As every President in the 
past 25 years has been a free- 
trader, this means that almost all 
recommendations for relief have 
been going into the President’s 
wastebasket. If Mr. Bridges has his 
way, the President will be compel- 
led to impose quotas or raise tariffs 
on products that are choking off 
output of goods at home. 


Sunday a day of rest 

The Supreme Court says it’s all 
right for a state to forbid mer- 
chants from doing business on Sun- 
day. But the court warns that such 
laws may be declared illegal in the 
future if it can be shown that they 
are used to promote religion. 

The great majority of retailers 
and the National Retail Merchants 
Assn. have campaigned for years 
against merchants who do business 
on Sundays. NRMA told the Su- 
preme Court if Sunday openings 
spread, the extra labor costs and 
overhead charges would drive mar- 
ginal merchants out of business 
and would inevitably push up 
prices. 

The attack on the so-called “blue 
laws” was led by Two Guys From 
Harrison (discount houses) and 
some Orthodox Jewish merchants. 
Sunday is a day of rest only to 
Christians, it was argued, and 
therefore the Sunday-closing laws 
were unjust and discriminatory. 
The court held, however, that the 
main purpose of “‘blue laws” is not 
to promote any religion but rather 
to prescribe a day of rest. 





Miles Shoes, Pennsauken, New Jersey * Contractor: Caliber Construction Co., New York, New York 
PPG products installed: PITTCO Premier Store Front Metal, TUBELITE doors and frames, Polished Plate Glass 


Ml Les 


2 = = £3 ES = 


Shoe store shines 
with PPG Open-Vision Front 


There’s little doubt that customers are making a well-trod 
path to Miles Shoes in Pennsauken, New Jersey. One good 
reason: the store’s handsome appearance, enhanced by a PPG 
Open-Vision Front. 

It has been proven time and time again—business picks up 
when you improve your store appearance with a PPG Open- 
Vision Front. Its wide-open look is bound to attract cus- 
tomers. Your shoe store can be just as attractive—and the 
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improvements you make soon pay for themselves in increased | 
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Room 1226 
632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send a free 
STORE FRONT booklet to: 





traffic and volume. Pittsburgh Plate Glass has the complete 
package to give you the Open-Vision Look: Pittsburgh Pol- 
ished Plate Glass; PITTcO® decorative and glass-holding Store 
Front Metal; a complete line of TUBELITE®, HERCULITE® and 
WEST TENSION doors, frames and sidelights; and PITTCO- 
MATIC® automatic push-pull handle or mat-operated door 
openers. For more information, send for our free booklet or 
contact your PPG branch or distributor. There’s one near you. 


le) Pittsburgh Plate Glass Company 


Paints « Glass «+ Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 


Name 





Address_ 
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...and more dependable quality 


than was ever before possible 


in this type of soling! 


The luxurious atura/ look of this amazing sole ex- 
cites your admiration at the very first glance. But 
that’s only the beginning. Take a closer look and a 
longer look. Your admiration becomes deeper and more 
convincing. Then go even further. Put the NEOLITE 
Cello Flex Sole under a magnifying glass. Amazement 
is added to your admiration. You see the natural look 
in depth! 
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In fact, the NEOLITE Flex Sole is so beautiful, so ' 
luxurious looking you’ll want to use it on your finest 
brands of men’s dress shoes and women’s high-style 
shoes. And you can do so with complete confidence that 
the soles of every shoe you make with NEOLITE Cello 
Flex will have exactly the same unsurpassed natural 
look. NEOLITE Cello Flex is remarkably uniform in 
quality and appearance. 

In addition to beauty and uniformity the NEOLITE 
Cello Flex Sole brings you a number of other outstand- 
ing advantages. Get the full story from your Goodyear 
Representative. Or, if you prefer, write to: Shoe 
Products Division, The Goodyear Tire & Rubber 
Company, Akron, Ohio. 


MR. NEOLITE SAYS: 
LOTS OF GOOD - ee COME FROM 


Goon, ‘YEAR 


NEOLITE, AN ELASTOMER-RESIN BLEND, T.M. — THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 





| s addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 

are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


Anifed. 


CUT 
INSEAMING 





@ Substantial Welt 
Savings 


e Higher Production 


@ Smoother and easier 
to operate 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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DATES 





Major markets .. . 


National Shoe Fair, National Shoe Manu- 
turers Assn. and National Shoe Re- 
tailers Assn., Fontainebleau, Barcelona, 
Seville, Sorrento and Montmartre Hotels, 
Miami Beach, Fla. .............. Sept. 24-27 

Shoe Show of America (formerly Popular 
Price Shoe Show of America), National 
Assn. of Shoe Chain Stores and New Eng- 
land Shoe and Leather Assn., Hotels New 
Yorker and Sheraton-Atlantic, New York 

Nov. 5-9 

Allied Shoe Products Show, Fall-Winter 1962, 

New York Trade Show Bidg., New a < 
ec. 3- 


. .. and keep in mind 


Designer Shoe Guild, Advance Spring Open- 
ings, members' showrooms, New York 
Week of Aug. 7 
Market Research Institute, Nationa! Shoe 
Manufacturers Assn., Hote! Seville, Miami 
I WU Os Lo caek vcvale in cde seats Sept. 21-22 
Canadian Shoe and Leather Fair, Shoe & 
Leather Council of Canada, Sheraton 
Mt. Royal Hotel, Montreal! Oct, 1-4 
Midwest Shoe Travelers’ Assn., Spring Shoe 
Show, Palmer House, Chicago Oct. 1-4 
Dallas Spring Shoe Fair, independent spon- 
sorship, Dallas Trade Mart, Dallas....Oct. 1-4 
Ohio Shoe Travelers Club, Spring Shoe 
Fair, Deshler Hilton Hotel, Columbus, O. 
Oct. 8-10 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria, Biltmore 
and Sheraton West Hotels, Los Angeles 
Oct. 8-11 
Boot and Shoe Travelers’ Assn. of New 
York, Inc., Annual Shoe Show, Mid-Island 
Inn, Westbury, L. |! Oct. 15 
Pacific Northwest Shoe Travelers, Seattle 
Spring Shoe Fair, Olympic and New 
Washington Hotels, Seattle Oct. 15-17 
Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Dinkler Plaza, Henry Grady, 
Piedmont and Peachtree - on - Peachtree 
Hotels, Atlanta Oct. 15-18 
Mountain States Shoe Travelers Assn., 
Spring Shoe Market, Albany Hotel, 
Denver Oct. 22-24 
Chicago Shoe Show, National Shoe Manu- 
facturers Assn. and National Shoe Re- 
tailers Assn., Palmer House and Conrad 
Hilton Hotels, Chicago .. Oct. 22-25 
Tanners’ Council of America, Inc., Annual 
Meeting, Edgewater Beach Hotei, Chicago 
Oct. 25-27 
Southwestern Shoe Travelers Assn.,_ Inc., 
Spring Shoe Fair, Adolphus, Baker and 
Statler Hilton Hotels, Dallas....Oct. 29-Nov. 
Dallas Spring Shoe Fair (repeat showing), 
independent sponsorship, Dallas Trade 
Mart, Dallas Oct. 29-Nov. 
Boston Shoe Travelers’ Assn., Spring Shoe 
Show, Parker House, Boston Oct. 29-Nov. 
Northwest Shoe Travelers, Inc., Spring Shoe 
Show, St. Paul Hotel, St. Paul, Minn. 
Oct. 29-Nov. 
Pennsylvania Shoe Travelers’ Assn., Inc., 
Spring Shoe Show, Hotels Penn Sheraton 
and Barton House, Pittsburgh. .Oct. 29-Nov. 
Indiana Shoe Travelers’ Assn., Inc., Spring 
+ Fair, Claypool Hotel, Indianapolis, 
nd. 
a. 





dep Annual Meeting, 

New York (hotel to be announced) 

North American Factery Management Con- 
ference and Shoe Machinery Show, Na- 
tional Shoe Manufacturers Assn. and 
Shoe Manufacturers’ Assn. of Canada, 
Netherland Hilton Hotel,  Cincinnaty 

Moy 17-20, 1962 


Foreign... 


Sémaine Internationale du Cuir (Interna- 
tional Leather Week), Parc des Exposi- 
tions, Porte de Versailles, Paris, France 

Sept. 8-13 

Italian Shoe Week, Vigevano, Italy....Sept. 17-25 

Sample Shoe Show, Dusseldorf, Germany 

Oct. 1-3 

Shoes for Spring Exhibition, Footwear Man- 
ufacturers' Federation, Mt. Royal Hotel, 
London . Oct. 2-5 

Fashions in Footwear Exhibition, Washington 
Hotel, London Oct. 2-6 
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The GLENMORE 


3562—Genuine | 
Horween’s wee 
Cordovan with 
Full Leather 
Linings- 


1562—Same in 
Black. 


THE PROUDEST NAME IN SHOES 


Simply the world’s greatest Cordovan shoes . . . 
at least that’s what people who wear them 
think. Maybe you should try them! 


Write for details of the 


WALK-OVER and KEITH HIGHLANDER 


Franchise Plan. 


GEO. E. KEITH COMPANY 


Brockton 63, Mass. 











HOCHSCHILD KOHN corners the 





Hochschild Kohn bought ROMPER ROOM, 
the new children’s shoe line, lock, stock and 
profits! Why not? It’s got: (1) the name and 
backing of the most popular kids’ television 
program in the world; (2) revolutionary new 


10 


“Living (Formula X-500) Leather” that stays 
new-looking 500% longer than ordinary 
leather (it’s natural leather, it “breathes”), 
and, (3) a coordinated merchandising pro- 
gram that turns a corner (any corner) 
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— 


Baltimore market (in children’s shoes)! 


into Official Romper Room Headquarters! your Romper Room sales- 
For shoes, slippers, rubber footwear, sneakers; man today, or write: Sales 
all with the magic name that sells moppets and Dept., Romper Room 

their moms...Romper Room! Corner the Shoes, Endicott, New York. 
Romper Room market in your city. Call Romper Room Shoes, A Division of Endicott Johnson Corporation 
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Nothing 
more Fitting for 
the School Boy 


or Girl... 


. than Edwards shoes. The master lasts that serve as models 
for all Edwards school shoes created, tested and perfected over 
a 60-year period. The result is a line of shoes that provides 
active young students with a shoe construction unmatched in 


the industry. The experienced shoe 


phasis on fit wins the confidence of 


dwards 


THE SHOE: FOR C‘HILDREN 


fitters at authorized dealers em- Cdwar 


eae mothers the world over. It’s a shoe 
that any child will wear better, 


usually longer, too. PHILADELPHIA 7, PA. 
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EDITORIAL 


by JOHN REILLY 


Brand manufacturers hold the line 


Back in December of 1957, shoe retailing was given 
a preview of the kind of competition it would have 
to face up to with discount houses. At a PPSSA 
breakfast that year, Stephen Masters, President, Mas- 
ters Inc., a leading chain of discount department 
stores, electrified his audience by predicting the even- 
tual elimination of the medium size retailer. 

Discounters, he said, would take on additional cate- 
gories of consumer goods and spread into new types 
of distribution such as shopping centers. More manu- 
facturers, he claimed, would change their pricing 
schedules to fit high velocity discount merchandising. 

The record of the past three and one-half years 
certainly proves the accuracy of his predictions. The 
remarkable increase in the production of unbranded 
shoes, even allowing for the rapid growth of chains 
and leased departments, gives clear evidence that the 
discounter is becoming formidable competition for the 
conventional shoe retailer, large and small. 

In his speech, Mr. Masters exhorted manufacturers 
of branded shoes to take advantage of the vastly 
greater exposure they would receive in discount opera- 
tions. The success of the discount department stores 
depended, he said, on stream-lined low cost, high unit 
volume with low margin selling of “pre-sold nationally 
advertised, top quality guaranteed brands.” 


Brand front not yet breached 


Despite the losses which conventional shoe stores 
are taking because of discount competition, the fact 
remains that after three years of intensive attack 
the branded line front has not been breached. 

But the battle is just starting. Discounters still 
recognize that their full potential in shoes will never 
be realized without strong brand names. They will 
continue to cajole manufacturers of branded shoes to 
take advantage of their avenues of maximum ex- 
posure for merchandise. 

Their present technique is to try to convince 
manufacturers that national advertising and promo- 
tion do not achieve their full effectiveness unless 
branded lines are readily available in discount houses. 
They point to the powerful advertising and promo- 
tion put behind its products by the appliance indus- 
try, whose brands slug it out side by side in discount 
centers, department and independent stores. 

Thus far shoe manufacturers have failed to rise to 
the bait. We think that their confidence in their 
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brands and in the strength of the shoe distributive 
system will keep them from doing so. 

Many branded line manufacturers are supplying 
discount houses with unbranded shoes. Some manu- 
facturers with dormant brands, behind which little 
or no advertising has ever been placed, are permitting 
discount operations to use them. From such com- 
petition retailers of branded shoes have little to fear. 


Other large manufacturers, who never made brands 
and whose production has gone to chains and mail 
order houses, have found a highly profitable market 
in discount stores. We think that this type of manu- 
facturer will continue to be the major resource for 
shoes sold by the discounter. The character of their 
present resources would indicate that discount houses 
would be more serious and immediate competition to 
chains than to independents. Both are well able to 
take discount competition in their stride. 


The strength of brand names 


It is a tribute to the strength of brand names in 
shoes and their acceptance by the consumer that 
American manufacturers have not succumbed to the 
wiles and blandishments of the discounter. It is sig- 
nificant, too, that the line has remained unbroken in 
most other categories of apparel too. 

In the last analysis the retailer will decide whether 
or not branded shoes will fall prey to discount selling. 
An established brand name is a strong asset, second 
only to the service a dedicated shoe retailer renders 
to his customers. 

It is his obligation to promote his brands vigor- 
ously. Too many retailers are prone to take for 
granted the lines they carry, allowing the manufac- 
turer to shoulder the advertising and promotion bur- 
den, backing it only with a half-hearted or haphazard 
effort at the local level. Cooperation with his manu- 
facturer by a retailer, through orderly buying from 
In-Stock, is a further safeguard against branded 
shoes finding their way into discount houses, even as 
distress or cancellation merchandise. 

The surest way to keep branded shoes out of dis- 
count houses is for the merchant to register with his 
manufacturer that he will tolerate no playing of 
“both sides of the street.” The demoralized state 
of appliance selling offers a classic example of the 
impossibility of such a method of distribution. 





AMERICA’S 
LEADING 


Cy COLAC. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND RIGID, 


Shoe industry leaders have too much 
at stake to risk using.a material they 
can’t trust. These leaders—and many 
others in the industry —aré now using 
Cyco ac for the tall and thin women’s 
shoe heels that fashion has decreed. 

CycoLac—the ABS plastic from 
Borg-Warner—is being used by more 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CycoLac 
write today for information on this 
superior shoe heel material—the plas- 
tic that is setting new standards for 
women’s shoe heels. 








*Names On Request 


MARBON CHEMICAL oivision BORG-WARNER 


WASHINGTON WEST VIRGINIA 
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LETTERS 


A definition of chains 


In your editorial “Needed: A 
Definition of Chains” (May 15 
issue) you suggest that “possibly 
the Group I and Group II store 
formula should be the basis” for 
a definition. I think this would do 
as well as any—since the Census 
Bureau and the Monthly Retail 
Trade Reports of the Department 
of Commerce both have employed 
this breakdown, for some years, 
and will presumably continue to 
do so. 

This will make it possible to 
compare the progress of Group I 
stores (one to ten units) with 
Group II stores (11 or more units), 
from 1948 on. This does not, of 
course, provide us with a definition 
of a chain. But it will permit us 
to compare sales progress of shoe 
chains with 11 or more stores and 
that of other shoe stores. 





The “‘four or more” definition 


Personally, however, I have al- 
ways considered the “old” census 
definition of “four or more stores” 
a reasonably good one. (In the 
1939 Retail Census, the Census 
Bureau used the terminology, 
“Chains with 4 to 10 units,” 
“Chains with 11 to 25 units,” etc.) 

The 1929 Census gave figures 
for “four or more stores” with no 
other breakdown. By using this 
classification, it is possible to show 
sales for single stores, two-and- 
three stores, and “four or more” 
stores over a thirty-year period. 
The dollar totals are of limited 
value, since there was a _ wide 
fluctuation of prices down and back 
up again during this period. But 
the percent of total sales in each 
grouping is of more interest. This 
is shown, first—with, later, the 
actual dollar sales for the four 
census years. 


% of Total Shoe Store Sales 


1929 1939-1948 1958 
Single stores ....... 43.9 3.2 420 415 
ie ees 1.3 9.1 10.2 10.3 
4 or more stores ....44.7 54.7 477 8648.1 





Note that single stores lost 
ground during the depressed ’30s. 
They regained nearly all of this 
during the war, rationing, and 
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immediate post-war years. And 
their position was almost exactly 
the same ten years later. In fact, 
there was surprisingly little change 
in the relative positions of the 
store groups between 1948 and 
1958. 

Although the doilar sales made 
by “four or more stores” tripled 
in the 19 years between 1939 and 
1958, their share of the total shoe 
store business was considerably 
higher in 1939 than in either 1948 
or 1958. 

The dollar sales figures are: 


U. S. Shoe Store Sales (Add 000) 


1929 1939 1948 1958 
560,628 1,460,608 2,129,699 
Single stores..345,015 202,862 614,171 83,697 
2 & 3 stores .. 88,803 50,885 148,975 220,370 
4 or more ...345,372 306,891 697,462 1,025,362 





The 1954 Census is omitted from 
the above tabulation, since the 1954 
figures for the total shoe store 
sales include leased departments, 
while the 1948 and 1958 figures do 
not. (It is important to note that 
1958 Census data for shoe stores 
cannot properly be compared with 
1954. This has been done in several 
published articles. It seriously un- 
derstates the ten-year gain in shoe 
store sales.) The 1939 census fig- 
ure also included leased depart- 
ments, but they were shown 
separately, as well, so they have 
been removed in the above table. 
Mail order and_ house-to-house 
sales have been removed from 1939 
and 1948 figures; they were not 
included in 1958. 


Groups | and Il 


If you wish to make a comparison 
for Group I and Group II stores 
this can be done only for 1948 and 
1958—-since the earlier censuses do 
not permit the comparison. (Be- 
cause of the inclusion of leased de- 
partments in the breakdown.) For 
these years, the division would be— 


Yotal Shoe Store Sales 
1948 1958 





Group | 
(1 to 10 stores) .877,951.(60.0%) 1,239,859| (58.2%) 


Group Il 


(Il or more) ..582,657 (40.0%) 889,840 (41.8%) 


It is interesting to note that 
leased department sales increased 
from $170 million in 1948 to $276 
million in 1958 — a gain of 62 
percent in the ten years. This 
compares with a gain of 46 per- 

(CONTINUED ON PAGE 35) 





5-200. demonstration 
nets instant extra profits 


NEW! 


PAK-LITE* 


shoe trees 


Show your 

customers 

how obsolete 

wooden shoe 

trees have become 

— in 3 seconds! — with a 

Pak-Lite tree... Miller’s newest injec- 
tion moulded shoe tree for men. 


Here are the reasons... 
@ one-motion action 
@ automatic fit for length and width 
@ allows clean air circulation 


@ shoes stay fresher, last longer, fit 
better 

@ lighter weight 

@ fully guaranteed 

@ easier to pack for traveling 

Pak-Lite trees are easy to add to shoe 

sales, hot promotion items for gift- 

buyers. Important! Order in 8 exciting 


colors. Four tree sizes fit from size 
7C to 13E. Retail Price $3.95 


FULL STORE MARKUP WITH SPECIAL 
20¢ P.M. on every pair 


STOCK UP NOW! 
FROM YOUR DISTRIBUTOR OR WRITE: 


0. A. MILLER DIVISION 
tiller 


United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire 


Canada: Manufactured and distributed by 
Willco Industries Ltd., Montreal, P.Q. 


*Trademark 





In the AUGUST 1 ISSUE of 
BOOT and SHOE RECORDER 


An exciting new merchandising 


concept in footwear. 


THE 
COLD-WEATHER 
CASUAL 


CREATED AND INTRODUCED BY 
BOOT and SHOE RECORDER 








This dramatic nine-page feature will have a far reaching 
impact on all shoemen. Here is a real Boom Idea in Creative 
Merchandising. It has enormous potential, designed to estab- 
lish an important new family of footwear for extra-pair selling, 
and to give a permanent lift to per capita sales and footwear 
consumption. 


History shows that a popularly accepted new concept of 
footwear becomes permanent extra pairage. Examples: rub- 
ber-fabric casuals, play shoes, "adult fashion" introduced in 
girls’ shoes, etc. 


THE COLD-WEATHER CASUAL IS ANOTHER EXAMPLE OF BOOT AND SHOE RECORDER AS A SOURCE 
OF CREATIVE LEADERSHIP WITH NEW MERCHANDISING IDEAS FOR THE SHOE INDUSTRY. 


Boot and Shoe Recorder 
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shelves empty... Order now for a “best-selling” Christmas season | 
Starting with a powerful promotion push in... 


™ LIFE - the NEW YORKER - SPORTS ILLUSTRATED and TRUE 
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on Buntees infant and baby shoes at R. J. Potvin Shoe Company, Brockton, Mass. 


CUT COSTS, INCREASE PRODUCTION 
...that’s the result when Hytronic® Cutting replaces Clickers! 


“Six Hytronic Cutting Machines do the work 
of seven Model C Clicking Machines. . . increase 
production 15% while practically eliminating die 
sharpening and repair costs .. . operators make 
more money and produce more shoes with less 
effort, resulting in better quality”’- reports Richard 
J. Potvin, Jr., Vice President of Manufacturing, 
R. J. Potvin Shoe Company. “In addition we’ve 
reduced costs for new dies 20% while eliminating 
several manufacturing operations by incorporat- 
ing special features in the die itself. We were able 
to do this because of the softer action of the 
Hytronic cutters. 


“‘Our savings in die repair and sharpening more 
than pay for the additional cost of the Hytronic 
cutters; we have not sharpened one die in two 
years, now use lighter weight dies. Each cut is 


precise and clean, manual finishing has been 
eliminated. A savings of $60.00 weekly in sandal 
production results by combining perforating and 
marking with die cutting, thus saving two 
operations. 

“In a few weeks an operator upped his produc- 
tion from eight to twelve 36-pair cases of top 
leather. Concurrent with our constant search for 
an improved product is our attempt to provide our 
employees with better working conditions while 
increasing our production.” 

The experience of Potvin Shoe Company with 
(SAE Hytronic Cutting Machines is representa- 
tive. Other shoe manufacturers tell us that they 
are obtaining similar advantages in cutting upper 
leathers. linings and insoles. Find out about them 
first hand; phone for a trial today. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 





PUBLISHER'S 
COLUMN 





Time to take a second look 


—Economists may have set various time limits but 
even the most cautious and circumspect allowed as 
how the upswing in the economy would begin to be 
apparent by the second half of the year. Those who 
predicted September and the fourth quarter were 
playing it a bit more cagey. 


—Here it is July 15th. A good time to take a second 
look. As far as the shoe industry is concerned, it 
would appear that things are looking up and for- 
ward. Manufacturing is maintaining a steady pro- 
duction rate and although retailing has been drag- 
ging somewhat, shoe merchants expect that early 
fall, back-to-school and similar promotions will 
reactivate consumer interest. The majority of them 
anticipate good figures for the balance of the year. 
—This opinion is shared generally by merchants 
throughout the U. S. The National Retail Merchants 
Association recently made a nationwide survey of 
their member stores . .. department, specialty, 
variety ... large and small, representing some $6,- 
500,000,000 annual sales volume. 

—Sixty-eight per cent of the respondents predicted 
that sales for the second half of 1961 will, on the 
average, be 4 per cent ahead of last year; 25 per 
cent felt they will be even and only 7 per cent said 
that they would fall below. 

—Approximately six out of every ten merchants, 58 
per cent, expect an increase in net profits for the 
second half of 1961, averaging 5 per cent. 

—Linked to the high degree of optimism shown was 
a new vigor and intensity in the search to find ways 
of increasing volume. Better salesmanship was 
cited as one of the basic fundamentals. Seventeen 
per cent of the respondents felt that strengthening 
the selling staff was the greatest volume booster. 


2.15. Varun, Hh, 
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COOP! 


OCTOBER FEATURE IN 
SPORT MAGAZINE: 


yy 
Fe, 
ristol 





the 


shoe 


and complete 1961 College 
Football Schedule on 4-page 
Spread ... reprints available 
with your store’s imprint! Order 
now...and stock these popular 
Bristol Step-Ins! 


with elastic leather 
SNUGGER top. Smooth black. 


LO Moc grained black or brown. Hand 
sewn vamp. New tapered last. 


grained black or brown. 
CONTINENTAL Hand sewn vamp. 
SERRAT smooth black. Hid- 


den gore in vamp. 


ALSO ADVERTISED IN 
SPORTS ILLUSTRATED 


Write today for full information 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 











Important points to remember 
about insole cushioning 


Flexeion 
4 


An insole cushion 
should be LIGHT 
...Flexelon is! 


This scale demonstrates the remarkable lightness of 
Armstrong Flexelon—the insole cushioning that makes 
today’s lightweight shoes even lighter. Flexelon’s 
unique blend of soft foamed rubber and tough cellu- 
lose fiber is one-half the weight of cork and rubber. 

Today's insole cushion must be comfortable, too. 
Flexelon gives two kinds of comfort—"soft comfort” 
and ‘strong comfort.’ It gives true support as it 
cushions—keeps the foot from hitting bottom. 

An insole must be flexible. Flexelon is. Wrap a piece 





around a pencil. It won’t crack or wrinkle. Release it, 
and Flexelon snaps back into shape. 

An insole material must be porous. Flexelon is. 
Thousands of tiny pores let air circulate freely—keep 
the foot cool and dry. 

Today’s insole cushion must be all these things: 
light, comfortable, porous, and flexible. Flexelon is, 
and we'd like to prove it to you. Write us, Armstrong 
Cork Company, 7807 Delaware Ave., Lancaster, Pa., 
for a FREE sample. 


(Aymstrong FLEXELON 


... the newest idea in insole cushioning 


Printed in United States of America 
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INSIDE SHOE BUSINESS | . Sf 


by BILL ROSSI 


Why men don't buy shoes 


Men’s shoe business continues to groan and grope 
to find a way out of its deepening dilemma. The 
dilemma is simple and obvious to all: American 
men are buying fewer and fewer shoes. 

Per capita consumption of men’s dress and casual 
shoes is now down to 1.3 pairs. This compares with 
about 1.4 pairs in 1950, 1.7 pairs in 1940, and 1.8 
pairs in the Twenties. This has occurred in a period 
when women’s, misses’ and children’s shoes have 
shown a per capita rise from three to almost five 
pairs—and when incomes, spending and general 
consumption have climbed to record heights. 

Actually, per capita consumption of men’s shoes 
today is even lower than 1.3 pairs. This is because 
millions of boys 11 to 14 years old are buying men’s 
shoes and sizes—but aren’t included in the statistical 
breakdown. If the general trend continues, by 1965 
we may see per capita consumption of men’s dress 
and casual shoes reach an all-time low of one pair 
or less. 

While men account for 36 per cent of the popula- 
tion, they account for only 17 per cent of the total 
shoe consumption. It isn’t that the men’s industry 
doesn’t try as hard as the other branches. For 
example, of the national magazine advertising dol- 
lars spent by men’s, women’s and children’s manu- 
facturers, the men’s group accounts for 40 per cent. 
So 40 per cent of the advertising dollars is spent 
to obtain only 17 per cent of the unit sales. 


All efforts to no avail 


It’s no wonder the makers and sellers of men’s 
shoes are worried as they continue with their deep 
soul-searching to resolve a worsening problem. They 
have blamed everything from lethargic retail selling 
to unimaginative styling; from sterile advertising 
to imports, to the unresponsiveness of the adult 
male. But all their efforts to counteract these 
“causes” have been to no avail. 

Frankly, I think these are excuses, not reasons. 
I think they’ve concentrated on treating symptoms 
instead of root lesions. 

Is it that men just won’t buy more shoes? Not at 
all. Men averaged one per cent more per capita in 
the Forties than in the Fifties; 10 per cent more in 
the Thirties; and 20 per cent more in the Twenties. 

Now, if you take a close look at the 40-year record 
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of per capita shoe consumption you uncover some 
startling discoveries. One is that mere turnover of 
styles doesn’t add one iota to per capita consumption. 
For example, the men’s shoe industry introduces 
some 10,000 “new” shoe patterns or styles a year— 
with only a steady decline in per capita consumption 
to show for it. 

But comes a remarkable finding. Where a new 
functional concept is introduced and accepted, per 
capita shoots up and stays up. Examples: the intro- 
duction of the women’s playshoe (which later be- 
came the casual) in the 1933-34 period. This abruptly 
lifted per capita one-third, then one-half and then 
one full pair. Again, the introduction of “fashion” 
in children’s and misses’ shoes in 1944-45, with a 
consequent gradual rise of two full pairs in per 
capita. 


No new concept in 40 years 

Over the past 40 years there hasn’t been a single 
new functional concept introduced in men’s shoes. 
There was one—the casual, in about 1950—but it 
died a-bornin’. It was the one new concept that 
could have really boosted per capita. But it suc- 
cumbed from short-sightedness. 

The men’s casual producers were doing quite well 
with the new concept. Then they decided to “dress 
up” the casual to get some of the dress shoe busi- 
ness. The dress shoe manufacturers took a bead on 
the lucrative casual shoe business. So they decided 
to “dress down” the dress shoe in hope of snagging 
some of the casual business. So the two types of 
shoes, one half. dress and the other half casual, met 
in the middle of the road and got married. They 
lost their former identities and were welded into one. 

So the American male, instead of buying two pairs, 
could now buy one pair and make it do for either 
dress or casual. And today we have the do-all slipon 
—the dressed-down dress shoe or dressed-up casual 
that will serve every purpose from a formal evening 
to an afternoon at the ball game. 

Compare the wide variety of distinctive functional 
types available in the women’s field (dress, casual, 
dressy flat, leisure, skimmer, tailored, etc.), and we 
see why women buy and use more pairs. 

It can be summed up in a potent piece of selling 
philosophy: Give the product a reason for being 
and you give the customer a reason for buying. 














Vitality sells — 
by the closetful 


Because the Vitality line is § complete. Your customer can choose her entire shoe 
wardrobe — pumps to casuals — from your Vitality stock. 





Because Vitality customers are repeat customers. Introduce her to Vitality’s incomparable fit, 
smart styling, high-quality leathers and workmanship. Next time there’s a space to be filled in her shoe 
wardrobe, she'll want Vitality ...and come to you! 7ie in with Vitality’s 
national ad theme: “The shoes that never stay home in your closet.” 


Vitality Shoe Company, Div. international Shoe Co., 1501 Washington, St. Louis 66, Missouri @ New York itality 
Office: Suite 7101, Empire State Building @ Also made in Canada. Vitality Shoes, St. Thomas, Ontario ALITY 
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VICE 
RAD 


“We would like to see more retail- 
ers buy what they really like and 
project fashion and quality 
through their store image. We 
would like to see more retailers 
make fashion a basic thing. We 
would like to see better sales 
forces. A good sales force is made, 
not born. Some retailers knock you 
off, steal your basics and give 
them to some other manufacturer 
and then say, ‘what’s new?’” 
These were some of the points 
made by JERROLD MILLER of 
Margaret-Jerrold, Inc., at a recent 
Shoe Women Executives, Inc., 
breakfast. He continued: “We can- 
not live on dessert alone. Retailers 
say they want quality. Do they 
really? They say they want fash- 
ion. Do they really? Then why do 
they constantly grade down and 
resist anything new? To overcome 
these problems, retailers must find 
a new format through which the 
ideas of the creative manufacturer 
can intelligently reach the con- 
sumer.” 


* & & 


Hot foot, perhaps? 

According to a recent order issued 
by the New York Police Depart- 
ment, they are tightening the 
Rules and Procedures concerning 
policemen’s footgear. 

“Black shoes of a type suitable for 
police duty,” as contained in the 
Department’s manual (which some 
of New York’s “finest” had inter- 
preted into soft, comfortable 
shoes) has been amended in Gen- 
eral Order No. 39. Regulations 
now call for: “Black, smooth 
leather, lace shoes with flat soles, 
no mesh or vent holes, of a type 
suitable for police duty and shined 
to a high lustre!” 
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Limited space no drawback 

All it takes is a bit of imagina- 
tion to get the utmost out of limit- 
ed store space. On a side street 
in Salem, Mass., there’s a small 
shop that sells children’s shoes. 
They also sell books and toys for 
the children; and it works out just 
fine. The children are occupied and 
amused. Parents have an opportu- 
nity to take their time with the 
purchase of the shoes .. . to make 
sure they are right. The books 
range from fairy stories to simple 
stories of modern science. Inci- 
dentally, books about ballet dancing 
are among the best sellers. 


What is the most important func- 
tion that an industry show must 
perform? According to HERBERT 
COPELAND, vice-president of 
Sandler’s of Boston: “It must be a 
market place where people can meet 
and talk over their problems. When 
you talk with people associated 
in your industry, you always 
learn something. Add the dividend 
of an opportunity to see new de- 
velopments in technology, shoe 
manufacturing techniques, com- 
ponents, leathers, fabrics, orna- 
mentation, and you have the ideal 
situation.” 


*& & & 


Welcome change 


“For too long, we’ve been in the 
position of forcing one single pat- 
tern on customers. As a result, it 
is my guess, we have been unable 
to service about 40 per cent of the 
customers,” says ALFRED WEX- 


NER of Wexner Brothers, Mem- 
phis, Tenn. “Now, with the range 
of shoe styles available and fashion 
right for the coming season, cer- 
tainly it should bring about a wel- 
come change.” 


“If the shoe salesman displays en- 
thusiasm when showing his wares, 
the customer catches this enthusi- 
asm and the sale is made... more 
quickly and more easily,” says 
GORDON CULPERT of the R. H. 
Fyfe Company, Detroit, Mich. Mr. 
Culpert has been with the Fyfe 
Company for many years and 
surely has proved that he knows 


his business. 
* & & 


Acceptable fashion enhances 


“Though there will be a variety 
of all toe types in the many-sided 
look for fall,” says JACK GROSS- 
MAN of Andrew Geller, “acceptance 
will hinge on one thing: ‘Are they 
pretty ?’ 

“Fashion is not enough,” he says. 
“Take the sack or chemise. These 
were fashion but they were not 
becoming. By the same token, I 
don’t think shoes will sell merely 
because they are square toes. They 
must be pretty; styled to enhance 
the beauty of the shoe... be flat- 
tering to the wearer.” 

* & & 


Point of attack 


“Advertising is a tool of selling and 
you can’t divorce one from the 
other. If you attack advertising, 
you attack sales. If you attack sales, 
you attack one of the strongest ele- 
ments in the economy.” (DuPont 
Advertising Dept.) 





TINGLEy 
CHILDREN’s 
RUBBERS 
in red, bro 


wn 
6% throug and black 


h 4 from $2.25 


ay CHER rr 
Ure Boots j 
— yellow and Magee 
ttle shoes 5 to 13. Older 
youngsters’ 13 through 6 
from $2.99 t $3.89 


TINGLEY’S NEW HIGHER 


HI-TOP CHILDREN’S BOOTS are advertised in 
READER’S DIGEST SEPTEMBER ISSUE and in PARENTS’ MAGAZINE, TOO! 


You make more money with Tingley Rubber Footwear Be ready for back-to-school business. There’s a Tingley 


because you fit all shoes better with “% the inventory. Distributor near you. If you don’t know him, write to: 


TINGLEY RUBBER CORPORATION +« RAHWAY 6G, NEW JERSEY 
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PROFILE by EsTELLE G. ANDERSON 





“One of America’s last frontiers” 


“To me, the Pacific Northwest 
is one of America’s last fron- 
tiers. It will continue to grow 
and prosper in the future.” This 
is Bill Combs’ strong conviction. 
He believes it so thoroughly he 
was willing to invest his future 
in it. To sell his thriving shoe 
stores in Concordia and Great 
Bend, Kansas, and to move his 

BILL COMBS family—his wife, four children, 
baby sitter and a dog—to Eugene, Oregon, took cour- 
age and conviction. He had plenty of both. Plus the 
fact that he is willing to work hard for the things 
he believes in and wants, for his family and for 
himself. 

“T’ve always felt that hard work kills no man,” he 
said, “and that, as a retailer, if I work harder and 
think faster than the next guy, if I profit by my mis- 
takes and take advantage of the many tools for suc- 
cess available to me, then I will succeed.” 


The pattern 


That has been the pattern during the past eleven 
years. It started with an investment of $6,000 (and 
a substantial loan) in a small store in Salina, Kan., 
which he and his father opened jointly in November 
1950. They added others in Concordia, Kan. (March 
1953); Great Bend, Kan. (August 1955); Kansas 
City, Kan. (August 1956). And if that wasn’t enough, 
he also opened a ladies’ ready-to-wear shop next door 
to the Concordia shoe store. Mary Fran, the distaff 
member of Bill’s family, was a great helpmeet. She 
pitched into every phase, from remodeling stores to 
selling accessories. 

Sounds like a snap but in reality there were many 
of life’s situations crammed into that seven-year span, 
between November 1950 and the fall of 1957 .. . some 
happy, amusing, difficult, frustrating. They include a 
hitch in the Army’s Counter Intelligence Corps during 
the Korean War, operating four shoe stores and one 
ready-to-wear shop that were some 300 miles apart. 
Bill finally decided that perhaps it would be a good 
thing to close ranks. He sold the Kansas City store 
and the dress shop in Concordia. Two years later, he 
took one more notch in his operations. Sold his interest 
in the Salina store and then purchased his father’s 
interest in the Concordia and Great Bend stores. 

Which brings us up to the National Shoe Fair in 
Chicago, last October. “The year 1960 had been a 
pleasant one for us,” says Bill, “what with only two 
shoe stores to operate, more time with my family, 
more time to play golf. I never had it so good, except 
that deep down there was that thing called Ambition, 
a yearning to do better. A friend mentioned that 
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Henry Burch’s fine business in Eugene, Oregon, was 
for sale; and after a great deal of thought and con- 
sideration . . . trying to make up our minds whether 
we would even spend the money for a trip to Eugene, 
Oregon . . . we took the plunge. We went out to Oregon. 
Met Mr. Burch and were impressed with his honesty 
and sincerity. And oh, the business . . . it looked won- 
derful! But there were many IF’S: If we could make 
a satisfactory deal with Mr. Burch. If we could sell 
our two stores in Kansas; sell our house; get a release 
from established leases and pending ones . . . I sup- 
pose we were destined to make it! Everything worked 
out just fine and we took the store over on December 
4, 1960. 

“Many people ask me how it feels to operate and 
own a store of this size, along with a concession in 
a department store here in Eugene, after operating 
small stores. This store has been described variously 
as ‘the largest volume shoe store on one floor in the 
west.’ ‘Largest volume shoe store per capita.’ It has 
twenty-four regular employees plus seven extras on 
Fridays and Saturdays. There is also a seventy-four 
car parking lot for customers. Actually, there were 
so many things to do, I didn’t have time to think about 
extraneous things. I’ve always surrounded myself 
with capable and loyal employees and, as a result, I 
don’t hesitate to delegate authority. I’ve done first 
things first, knowing that a retailer’s work is never 
done. When it is, or he thinks it is, he becomes com- 
placent, indifferent, even stagnant. 


Do-it-yourself remodeling 


“Since the store had been remodeled extensively 
the latter part of 1959, I originally thought we would 
make no physical changes. However, I found that 
changes were necessary and we spent the month of 
February departmentalizing the women’s department. 
This included three brand new departments: A flat 
and casual department, which we call the Miss Eugene 
Shop, a foot comfort department and a new accessory 
department (which is Mary Fran’s ‘baby’). It was a 
do-it-yourself project, as so many of our projects in 
the past have been. With the help of one carpenter 
and one electrician, we accomplished all this in less 
than three weeks. We also did the children’s depart- 
ment over and changed the color scheme in the men’s. 
Actually, the entire store was changed.” 

Bill has a wealth of sound, practical philosophy 
that motivates and influences his life and business. 
Here’s how it relates to: Brands: “As a retailer, I 
believe in brands. They are the backbone of any 
sound, independent shoe store today. I’ve always pro- 
moted them and have never recklessly changed brands, 
although I’m aware that lines change. Now and then 

(CONTINUED ON PAGE 52) 
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You Can Imitate a Stacked Heel 
by painting..... covering..... or piling 




















e Resilient Spectro Leather Fibre 
e Beautiful Spectro Finish 
e Contour-wedged 


Insist on S peo Stacked Heels! 


THE GEORGE O. JENKINS CO. 


Bridgewater, Massachusetts 


SPECTRO® BRAND HEELING BOARD IS ALSO MADE IN CASEYVILLE, ILLINOIS 
FIBRE CO., IN CANADA BY 


BENNETT LTD., FORT CHAMBLY, P.Q., 
KINGDOM BY SYSTON FIBRE BOARDS tTD., 


1F HEELING BGARD IS MADE BY 


BY WESTERN 
AND IN THE UNITED 
SYSTON NR. LEICESTER, LEICS. 
ANY OTHER MANUFACTURER, IT'S NOT SPECTRO! 
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by EVELYN SCHLESS, women’s editor 


Those slipping slipper figures... 


Slipper business was never better. Buyers are flocking to 
the fall lines. Everything points to the biggest season in 
years. Good news? That depends on where you sit. The 
slippers that are racking up the volume are those soft, fold- 
ing slippers. And where are they found? In hosiery de- 
partments! 

Call them pirates or, under your breath, call them smart 
... the stocking merchants have beat us to the punch. They 
are doing tremendous business with those pretty, practical 
folding slippers in their handy transparent purses. 

It all started a few seasons back when hosiery business 
was falling off. Buyers began to look around for volume- 
boosters. And where did they look? Obviously, they had to 
go beyond the limitations of the hosiery market. And their 
good business sense led them to the loot .. . leotards and 
tights that might technically be considered sportswear, and 
folding slippers that might technically be considered shoes. 
But the stocking people weren’t worrying about technical- 
ities. They were worrying about figures. And here were 
volume-boosting naturals ... real impulse-buys ... easy to 
stock, easy to display, inexpensive, perfect gift items. 

Before the shoe market was aware of what was happen- 
ing, the hosiery people were in the slipper business in a big 
way. Today, in fact, slipper business accounts for from 
5 to 20 per cent of total hosiery department volume! 


Meanwhile, back in the shoe department: 

A woman comes in to shop for shoes. A salesman ap- 
proaches, she states her wants, and then, while the sales- 
man disappears into the stockroom, she sits and sits and 
sits. 

What audience is more captive than a woman sitting in 
her stockinged feet? 

If she were faced with a display of slippers, what better 
time for her to look them over and try them on... and buy? 
Certainly it is more comfortable and natural to try on slip- 
pers while sitting shoeless than to perch on one foot at a 
mainfloor hosiery counter. 

Folding slippers are expendable. If they sold last year, 
they will sell next year. There are plenty of good resources 
offering highly saleable folding slippers to the shoe retailer. 
In total shoe department budgeting, a comprehensive fold- 
ing slipper stock would tie up little buying money, particu- 
larly as so few sizes are needed. In their transparent cases, 
folding slippers are colorful enough to attract attention 
with a minimum of display treatment. 

There must be a reason for handing this plum to the 
stocking people ... but for the life of me, I can’t imagine 
what it is! 


= 
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It’s as young and gay as its name 
—Pixie. New, patterned, light-as- 
a-feather leather, a youthful 
shape that’s completely beguil- 
ing, a smart buckle trim and the 
popular junior stacked heel. Foot 
Flairs’ pretty charmer PIXIE is 
featured in a full page ad in 
August ‘‘Glamour’’. Immediate 
delivery. 


SHOEMANSHIP® in Action $11.99 to $14.99 
Consumer Tested High Fashions $11.99 to $14.99 
ya 
Fashion Meets Price at $9.99 


MUTUAL SHOE SALES COMPANY 


105 McGregor Street, Manchester, New Hampshire 





«~ Te ch WA features the comfort 
and long wear of genuine 


K j leather 


More and more men are asking for the wonderful comfort and 
durability of genuine Kangaroo leather, and these three Shaw 
styles enable you to please men of all ages! These are but 
three of Shaw’s complete line of shoes for casual, dress, 
work or comfort wear. 
Over 60 Shaw distributors are ready to give you 
OVERNIGHT SERVICE to anywhere in the country. 
You get lower shipping costs, faster deliveries plus easier 
stock control and less money 
tied up in inventory. 


Write for IN-STOCK catalog 
and new Spring-Summer 
folder TODAY! 


a 


All shoes illustrated are IN-STOCK, to retail profitably at $11.95 
to $14.95. Each also features Shaw’s famous FULL HEEL-TO-TOE 
AIR-CELL CUSHIONED INSOLE, cushion side arch and metatarsal 
pad, with steel arch and Nylon stitching. 


Nationally Advertised in: 


ae a ae Outdoor Life. Sports 
Illustrated 


MT. SHAW, Inc POPULAR 
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by GERVASE BUTLER, men’s editor 


Mohair is the hair 


of a goat named Mo 


The world of men’s fashions, looking towards spring 1962, 
has been bustin’ out all over with initials the past weeks. 
Fabrics got preview scrutiny at TMAI and SGMA conven- 
tions. Sportswear colors took the dais at the NAMSB dinner. 
Suits and the rest of the tailored silhouette were described, 
discussed and modeled for members and guests of the NSRA 
in a cramming session prior to pondering by the men’s shoe 
style committee of that important group. 


The Textile Manufacturers and Southern Garment makers 
arrived at the same place about the same time. These are the 
boys largely concerned with leisure and labor apparel worn 
by the American millions and some millionaires. 


Word comes from the non-smoke-filled-rooms that texture 
is the thing for spring. The hot brights, as accent colors have 
been characterized for some time, will continue. Tried and 
true favorites such as denim, chambray, ridgy twills, crepes 
and the slubby effect of raw silk got the Southern vote. 


Color stacks the card 

An important characteristic of the National Assn. of Men’s 
Sportswear Buyers, headed by Jack Lebowitz of Macy’s, is 
that traditionally this group hews to the realistic. They don’t 
just talk fashion. They buy it. The NAMSB word is that 
spring 1962 color will be lightened, brightened and whitened. 
The official nine color card surrounds white with magenta, 
peacock blue, indian red, flame, summer gold and a new yel- 
low green. All these go with what we have now. 


Direct line to the foot 


Meanwhile, back at the last, Henry Hurwitz of L. Greif & 
Bro., Baltimore, is the source of our headline. Mr. Hurwitz 
is bullish on mohair. Addressing the assembled experts of the 
National Shoe Retailers Assn., he capsuled the clothing pic- 
ture for spring with reference to influences on footwear. 


Predicted: No. 1 place for gray in spring fashion, with the 
dark blues second. Growing strength for rich, clear browns. 
In silhouette, the three button, natural shoulder jacket with 
plain front trouser tapered to an 18 inch cuff. An asterisk 
marks the news that Fenn-Feinstein became the President’s 
tailor in March. He prefers two button, no vent jackets. Pat- 
terns are definite but not gaudy. Silk weaves are more con- 
trolled, the texture more sophisticated. Luster, with silk, 
mohair, science fiber blends, is a fashion accent. White a 
shoe possibility. 


ADVANGE 
ORDERS 


assure this 
new Jarman 
style will be a 
Best Seller 
for 
fall 1961 


J4121— 


in Burnished Olive smooth 
leather, with flexible, 
cushioned new ‘‘Miracle 
Miler” construction. (Also in 
black.) 

To retail at $16.95 

(slightly higherin the West). 
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SHOES FOR MEN 


$10.95 to $19.95 most styles 











JARMAN SHOE COMPANY 
NASHVILLE, TENNESSEE 


A GENESCO DIVISION 





help yourself toa Sic share 


... Of Sales and Profits 


with RIPPLE’ Sole 


Every retailer who has consistently and aggressively 
promoted RIPPLE® Sole in his community reports 


spectacular sales increases. 


Plan NOW to get your share of this big ‘‘plus’’ business. 
Remember . . . RIPPLE® Sole is the only sole of its 


kind nationally advertised and promoted. 


What's more... we'll provide you with everything you 
need to tie in: colorful window cards, streamers, price 


tickets, mat ads, radio and TV scripts, etc. 


Just write for FREE Sales Aids Folder .. . TODAY! 


New 


FREEMAN 


Shoe Style 


BEEBE RUBBER COMPANY 


Nashua, New Hampshire “TM Ripple Sole Corp. 
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by ESTELLE G. ANDERSON 


Summer doldrums got you down’? 


Here’s something to brighten your outlook. But first, a 
paraphrase on the Poet Devlin: “The children’s industry, 
what better industry can be... ancient, honorable, independ- 
ent, continuous.” Extra poetic license. We’ve substituted 
“continuous” for Devlin’s “free.” 

At any rate, more babies mean more customers and we are 
back in a “boom” if the recent figures released by the Public 
Health Service are any indication. More babies were born in 
the United States in the first four months of 1961 than ever 
before in a comparable period. The four month total was es- 
timated at 1,382,000 registered births. The old record was 
1,362,000 in 1959. Last year there was a drop to 1,340,000. 
The birth rate for the first four months this year was 23.1 
per thousand population, up 2.2 per cent from the 1960 rate 
of 22.6. There was an estimated total of 334,000 registered 
births in April, or 2.1 per cent more than the 327,000 in 
April 1960. 


Communications as an aid 

How good are communication lines between tanners of 
leather and the mills that make the fabrics that go into chil- 
dren’s clothes? Between manufacturers of children’s wear 
and those who make shoes? Between shoe manufacturers and 
their retail accounts? How much researching, to make cer- 
tain that when a season actually gets under way, there will 
be shoes in the right colors to go with the clothes? An im- 
measurable amount of good will could accrue from a rapport 
between all these segments ... reaching all the way to the 
consumer. It is no different in the children’s field than in any 
other field. Parents generally buy the clothes first and then 
follow up with shoe purchases. The retail shoe store that can 
best accessorize the clothes, that comes closest to having the 
correct colors, will get the business. 

A suggestion: Perhaps a bulletin from manufacturers to 
their retail accounts, telling them in advance what the chil- 
dren’s apparel trends will be . .. as to silhouette, color, tex- 
ture... so that they in turn can be more knowledgeable and 
in a better position to help the consumer. It’s worth a try. 


Youngsters will love ’em 

Children can feel at home in “fat home” footwear, too. The 
idea is to give them something that is so exciting, different, 
colorful, that they will feel “gauche” in anything else. Many 
manufacturers of children’s slippers have come up with con- 
fections that are soft, cuddly, fuzzy ... as irresistible as baby 
chicks, pandas or teddy bears. There are also some that are 
sleek, jeweled and “grown up” looking . . . just like mother’s. 
Colors are bright, brilliant, beautiful. Just give those young- 
sters a chance at them. They’ll love ’em. 
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made 


Customers 
by 
the 


millions 


—customers for Step-Master 
dealers—steady, repeat 
customers for Step-Master 
shoes even through the 
second and third genera- 
tions. This one number 
(862) is so good that it has 
not been improved since it 
went into the Step-Master 
line years ago. 


SG Master 


SHOES, Inc. 
GREENUP, ILLINOIS 


Manufacturers of children’s shoes in the 
budget price bracket of $3.95 to $5.95 





now RUBBER CORPORATION and 


Rahway, New Jersey Est. 1896 


eaders 
Dige st 


team up to bring Tingley retailers a more 





profitable “back to school” selling season 


For the first time — Children’s Boots and 
Rubbers are being advertised in Reader's 
Digest. The full-page two-color advertisement 
shown above will appear in the September 
issue of Reader’s Digest, Metropolitan New 
York Edition. Over 3 million families, who 
believe what they see in the Digest, will be 


34 


told all about Tingley’s NEW Higher Hi-Top 
Closure Boots. 


Stock and display Tingley Rubber Footwear. 
A sizes fit all little shoes 5 to 13. Other sizes 
fit larger shoes 13 to 6. You can fit more shoes 
better with 13 the inventory. 
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cent for shoe stores. In _ the 
previous nine years, the rate of 
increase for leased department 
stores was also higher than for 
shoe stores. 

It would appear from this that 
sales of shoes in other types of 
stores have been increasing more 
rapidly than sales in_ specialty 
shoe stores. My guess is that this 
continues to be true—and that the 
1963 Census will show that leased 
department sales have again in- 
creased more than shoe store sales. 


Price increases 


Incidentally, more than half of 
the increases in total shoe store 
sales between 1948 and 1958 were 
the result of price increases. Total 
sales were up 46 percent. The con- 
sumer price index for footwear 
was up 30 percent. Pair production 
of shoes was 21 percent higher in 
1958 than in 1948. The figures fit 
together fairly well. It has to be 
borne in mind, of course, that the 
sales of shoe stores include hosiery, 
bags and other items, as well as 
footwear. 

We cannot be happy with a gain 
in shoe store sales which was less 
than the gain in total retail sales, 
since it indicates that shoe stores 
are getting a smaller share of the 
consumer’s dollar. Yet it should 
be noted that the sales of shoe 
stores increased more than other 
types of stores in the apparel and 
general merchandise field. 


% \ncrease, 1958 vs 1948 
U. S. Census of Retail Trade 
Total Retail Trade 


Food Stores 
Automotive Dealers 
Gasoline Service Stations 








General Merchandise Stores 
Shoe Stores 

All Other Apparel Stores 
Jewelry Stores 


Sales of shoe stores increased 
only a little less than total retail 
trade. In this particular period, 
we were not the “low man on the 
totem pole’—although we some- 
times felt like it! 

WILLIAM GIRDNER, ECONOMIST 
MELVILLE SHOE CORPORATION 
NEW YORK CITY 
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by GERALDINE EPP, teenage editor 


spring song 


ONE THING IS OBVIOUS... the leather people kept 
the YOUNG in their hearts when developing spring-summer 
lines. As a result, TEEN shoe stylists attending recent 
shows could find fresh inspiration in every feasible place. 

As HELENE O’HARA of Allied Kid points out: “Now 
forward-looking retailers are seeking a solution to the vac- 
uum loosely called ‘the young market’... the decade that 
distinguishes the teenaged student and prom-groomed debu- 
tante from the young woman who is a wage earner or matron 
of twenty-odd. In clothing, it’s a major question. But, the 
American shoe industry already is doing the job ... with 
new toe shapes that are YOUNG, but sophisticated ... with 
little heels that set YOUNG in boid type . . . that give shoe 
retailers the premiere opportunity in a whole new merchan- 
dising concept. The responsibility with this first ...as with 
any first ... to keep it rolling with newness.” 

As a_ suggestion 
from Allied’s Fash- 
ion Workshop’ we 
show one of a series 
of Trapunto treat- 
ments: fruits, flow- 
ers or vegetables that 
are puffed to give a 
whimsical three - di- 
mensional effect. A 
wonderful way to use 
color . . . for exam- 
ple, these red straw- 
berries and green 
leaves on Jonquil kid. 

RUTH KERR FRIES, consultant to Amalgamated and 
S. B. Foot, says: “Treat teenagers as the specialized cus- 
tomers they are. The brands that cater to them will know 
profits.” 

For this market, Mrs. Fries advocates Theo ties on flats 
and little heels . . . in tri-colored effects of pastel, neutral 
or bright toned kidskins . . . with ribbon ties. Spade toe 
lasts give further fashion impact. In smooth side leathers, 
she foresees the development of leather sneakers . . . moc- 
front turned seams on one-eyelet ties. And, as an inroad on 
basic saddles, the advent of newer “vamp saddles” in three 
color combinations. 

OTHER IDEAS from: NAOMI SLOAN, Ohio Leather... 
“Prom shoes” ... crushed bows on square-toe pumps with 
flared heels . . . in chiffon pastels of blue, pink, green or coral 
blush Candlelight Calf. CHARLINE OSGOOD, John R. 
Evans; a new tri-color combination for teen sportswear and 
footwear, peanut-white and blue. And JANE WHEELER, 
Colonial Tanning, speaks of clear, bright colored patents... 
tango, sweetgrass, jade and limecrush . . . giving fashion 
impact to even such basics as skimmers. 
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2 ANNIVERSARY 


important milestone for the 45,000 companies, large and small, 
which offer the Payroll Savings Plan to their employees. Payroll 


Savings is the heart of the bond program, and the means 

TH FE} which millions of families have seen dreams realized 
since 1941. It has been good for business and industry... 

good for local communities... good for the nation’s 

H F A RT ron welfare. Above all it is good for the citizen 
who sees in each Savings Bond a share in his 


country’s future. 
F: yours is one of the 45,000 participating companies, this 


anniversary year offers a good reason for renewed promotion. 


Forhelp and suggestions, contact your State Sav. 
ings Bonds Director, or write: U.S. Savings Bonds 
Division, Treasury Department, Washington 25, D.C. 


U.S. SAVINGS BONDS DIVISION — 
20 YEARS OF SERVICE TO AMERICA 
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AT This 20th anniversary of the U.S. Savings Bonds program is an 


The U. S. Government does not pay for this advertisement. The Treasury Department thanks, for their patriotism, The Advertising Council and the donor above 
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_ What Nylon has done for stockings, TOLEX® Vinyl is doing for shoes 





Be sure quarterlinings 
arent costing you 8 to 12 cents 
more than they should... 
specify Tolex Nygen* 





The best quarterlining material for men’s and boys’ shoes made today! Man-made Tolex Nygen costs 
less than leather, yet offers important advantages. Unlike hide, Tolex Nygen has uniform width and thickness . . . 
die-cuts in several thicknesses at once, with a clean, soft, non-fraying edge . . . has equal strength in all direc- 
tions ... material and labor savings often total 8¢ to 12¢ per pair. Even with these production pluses and 
economies, Tolex Nygen adds consumer benefits, too . . . it’s the quarterlining you can feature with confidence 
in the shoes you sell. Tolex Nygen Vinyl Shoe Fabric is Manufactured According to U.S. Patent 2875115. 

*T. M. The General Tire & Rubber Company 


The finest, most complete line of vinyl shoe fabrics comes from: 


Kéyre TEXTILEATHER’ 
THE GENERAL TIRE & RUBBER COMPANY Ss==— 


TEXTILEATHER DIVISION /TOLEDO 3, OHIO TEXTILEATHER 
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PATTERN PORTRAIT 


Fashion for the desk set 








by GERVASE BUTLER 


Young executives are the top targets for footwear fashion appeal. Here 
is a young idea too good to hide underneath a desk, one of the smart The Man 
styles with Living Leather introduced by Endicott Johnson for fall. In black, 


the trim effect on the foot is touched up by the Q hand raised seam vamp. 
Details: flexible insole, leather outsole, silhouwelt construction. 
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After ski.... what? 


Leopard stenciled leather bootee 
lined with white fur. Swan Shoe 


> 


\ 
Xi. “ages tde 


td 


Shaggy shearling above-ankle 
boot in bright fashion colors. Tru- 
Stitch 


| 


Natural brown and white alpaca 
fur boot from Peru. Pinata 
Party, Inc. 





The look is big and furry 


Skiing is well on the way to becoming the 
country’s most popular family sport. Ski equip- 
ment and clothing sales are running high. As 
are ankle and above ankle boots for after-skiing 

. high enough to cover the strap of the 
stretch pants. 

Newest fashion for after-ski wear is a flurry 
of fur and/or the fur look boot. Most of the 
members of the animal kingdom have been 
captured. 

Real or fake, their future has never looked 
better ... and skiers are not the only ones buy- 
ing these fun boots. 

In bright fashion colors or in “real fur,” they 
are a natural as an impulse buying item. 
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KORD ‘ 


Your Key to shoes with a tighter leather break, more 
durability, anilinity and plus cutting figures is... 


KORDOSKIN 


TOMORROWS TANNAGE TODAY 


The newest in leather products developed through 


Armour Research for the Shoe Manufacturing Industry 


ARMOUR LEATHER COMPANY 


DIVISION OF ARMOUR AND COMPANY 
UPPER LEATHER DIVISION 


SHEBOYGAN, WISCONSIN, U.S.A. 
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Fashion excitement in 


. : ; A market crammed with exciting, fashion- 
Square toe satin slipper with right slippers .. . perfect for at-home costumes 
wraparound sole, trim and shaped : hi : 
heel of gold kid. Gustinettes, Inc. ve promises to make the fas ion-conscious 
; slipper department a real money-maker this 
fall. 

The bedroom slipper of the past is now only 
a minor item compared to the wide variety of 
functional footwear the slipper department can 
offer: boots to be worn with pants; sandals for 
wear with dinner skirts and culottes; at-home 
mules and pumps to coordinate with hostess 
and boudoir costumes. 

Every important footwear fashion trend ap- 
pears in the new slipper lines: square and cres- 
cent toes, newsy shapes in heels, wraparound 
soles. Materials range from long haired and 
smooth furs to shearling, fake furs, leathers 
and novelty fabrics. 

Evening elegance runs rampant. Dressy fab- 
rics have never been so diversified. Brocades, 
velvets and satins compete with metallic 
stretch knits and gold kid for at-home glamor 
looks. 


by EVELYN SCHLESS 
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Boot in Martin's Stretch Velvet 
By Bernardo Sandals, in red or 
black. 


Gondola-toe brocade slipper in 
white, turquoise, red or black. 
Wellco Shoe 
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the slipper market for fall 


Boots are shaping up as the number one 
young trend, destined to become a volume fash- 
ion. Most promotional are the shearling pouffs 
in marvelous bright new fashion colors, with 
shaggy furs, both real and fake, running a 
close second. Fur stenciled leather, velvet and 
stretch boots also look like potential sales get- 
ters. 

At-home pumps and mules range from peren- 
nial metallics and brocades to smart striped 
velvets, carpet fabrics and colored patent 
leather. 

Bare sandals come into their own for fall on 
shearling soles. 

There are two great looks going: the big, 
big, fluffy young boot or slipper ... and the 
elegant at-home shoe, big-city and _ sophisti- 
cated. 

As one buyer recently put it, “There’s noth- 
ing you can’t find in the slipper market these 
days. The trick is to know your customers and 
the way they want to look at home.” 


Square shearling sandal has gold 
stripping, huge jewel. Cambie 


Striped velvet at-home pump 
with Flamenco heel, square toe. , 
Pappagallo. A 


Mule of carpet fabric with razor- 
back triangular patent heel. La 


Square toe ‘Bangle Boot,'' hand 
crocheted of elasticized Tazlan 
yarn, bangle sequin banded. 
Gustave. 


Shearling pouff in bright high- 


fashion colors. Honeybugs. 
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FRANK T. UNDERHILL 


How much should a salesperson 
sell to be profitable to a shoe store? 
How much can the retailer pay 
in selling costs and stay profitably 
in business? 

Sales should be produced at a 
cost that insures profit for the 
store and good earnings for the 
salesperson. 

Low productivity by the employee 
(or high selling cost) must come 
out of either the owner’s own salary 
or the store’s net profit. Where 
the earnings and productivity are 
relatively stable and within the de- 
sired range, slight concessions by 
management come without cost to 
the store, because gross sales can 
be increased and the owner is 
cutting a larger pie. 


Employees’ salaries in 1959 


As an example, an extensive 
survey on retail shoe store opera- 
tions last year revealed that em- 
ployees’ salaries in 1959 rose from 
8.6 per cent of net sales in 1958 to 
9.0 per cent in 1959, a gain of 0.4 
per cent. In the same period, own- 
ers’ salaries dipped from 10.1 per 
cent to 9.7 per cent for a drop of 
0.4 per cent. So, as _ previously 
stated, added cost of sales can come 
out of either owners’ salaries or 
net profits, or both. 

This same survey showed that 
net profit rose from 3.8 per cent to 
4.2 per cent, a lift of 0.4 per cent. 
This would signify that the owner 
came out even—salary drop bal- 
anced by profit gain. But did he? 
The average sales volume for this 
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The great white 
way in selling costs 


period showed a six per cent gain, 
reflecting a like gain for the 
owners. This must be interpreted 
as a higher productivity level by 
the salespeople. 

We’ve prepared a chart as a 
guide to break-even points on retail 
selling costs. It shows how much a 
salesperson should sell to profitably 
carry the weight of his selling 
cost to the store. The “gray areas” 
in the chart indicate danger zones 
for the retailer. On the other hand, 
the “white area” in the middle is 
your “great white way” to profits. 


The range in successful stores 


The aim should be to attain a 
selling cost of around 8 per cent to 
8.5 per cent. This seems to be the 
range in successful stores where 
sales personnel operate on straight 
commission. The chart shows the 
selling cost to the store on the 
basis of weekly sales by salespeople 
at various salary levels. 

If the salesman is paid $50 
weekly, and his weekly sales are 
only $400, his selling cost is 12.5 per 
cent, much too high. Even though 
his salary is low, he is costly to 
the store. If he produced sales of 
$550 to $700, he’d come within the 
“white area” — with selling cost 
now 9.1 per cent to 7.1 per cent. 

At a salary of $80 weekly, he’d 
require weekly sales of $850 to 
$1,150 to justify his salary. 


The lower area on the chart 


Consideration must also be given 
to the lower “gray area.” High 
productivity at too low a sales cost 
means that the salesman is earning 
substantially below his productive 
worth. Either he can’t afford to 
stay with the store, or the store 
must up his salary or earnings. 

Thought must also be given to 
“extras” such as P.M.’s or other 
forms of compensation. The $80 
salesman with sales of $900 rep- 
resents a sales cost of 8.9 per cent. 


by FRANK T. UNDERHILL 
Exec. Dir., Independent Shoemen 


But if he receives an additional 
$10 in “extras” his sales cost to 
the store rises to 10 per cent. 
Hence, the merchant must decide 
if the extra cost is justified as 
a sales cost—or if he’s to consider 
this extra as part of his merchan- 
dise markdown. The small P.M. 
may save a much larger markdown 
loss. So the store policy must de- 
termine how these “extras” are to 
be charged. 


A special survey by Independent 
Shoemen finds that many high 
selling costs are the fault of man- 
agement. For example, the result 
of too many salespeople for the 
potential volume, or people who 
work hours when they’re not 
needed. 


The ‘great white way’ 


If three people sell a combined 
volume of $1,800, with salary of 
$75 each, this averages out to a 
sales cost of 12.5 per cent. Perhaps 
only two salepeople would be need- 
ed. And if the two could maintain 
the volume, sales cost to the store 
would be reduced to 8.3 per cent, 
and the merchant would be back 
on the “great white way.” 


Straight salary arrangements 
can sometimes bring about such 
situations, and become deterrents 
to sales productivity. Remedy is 
often found in salary plus com- 
mission. But the merchant must 
make sure that the salesman’s 
basic salary is paid for in actual 
sales before the bonus arrangement 
begins. 


How much should a retail sales- 
man sell? How much can the store 
pay for selling and remain profit- 
ably in business? The retail sales 
productivity chart should serve as 
an invaluable aid in answering 
these questions. 
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How much can you pay your salespeople and stay in business? 
The answer is here in this article and accompanying chart. 





RETAIL SALES PRODUCTIVITY CHART 


How much should a clerk sell? How much can you pay and stay in business? 








WEEKLY SALARIES 
WEEKLY 
$60 $65 $70 $75 $80 $85 $90 $95 $100 $110 $115 $120 $125 SALES 


20.0 21.7 23.3 25.0 26.7 28.3 30.0 31.7 33.3 36.7 38.3 40.0 41.7 $300 
17.1 18.6 20.0 21.4 22.9 24.3 25.7 27.1 28.6 31.4 32.9 34.3 35.7 350 
15.0 16.3 17.5 18.8 20.0 21.3 22.5 25.0 27.5 28.8 30.0 31.3 400 
13.3 14.4 15.6 16.7 17.8 18.9 22.2 25.6 26.7 27.8 450 


12.0 13.0 14.0 15.0 16.0 17.0 * 19. .0 23.0 24.0 25.0 500 





10.9 11.8 12.7 13.6 14.5 15.5 . 21.8 22.7 





10.0 10.8 11.7 12.5 13.3 14.2 ° : 20.0 20.9 











9.2|10.0 10.8 11.5 12.3 13.1 : 18.5 19.2 








8.6 9.3|10.0 10.7 11.4 12.1 4 17.1 17.8 





8.7 9.3|10.0 10.7 11.3 12. 16.0 16.7 











8.1 8.8 9.4|10.0 10. . 15.0 15.6 





8.2 8.8 9.4) 10. . . 14,1 14.7 











8.3 8.9 : . -7 13.3 13.9 





7.9 8.4 8&8. , . : 12.6 13.2 











7.5 8.0 : . 12.0 12.5 





7.1 7.6 ; . ° 11.4 11.9 











7.3 7. ; ° ‘ ‘ . 10.9 11.4 











o|7.0 7. : : 5 ae 10.4 10.9 


10.0 10.4 











9.6| 10.0 
9.2 9.6 
8.9 9.3 
8.6 8.9 
8.3 8.6 


8.0 8.3 


The above chart shows % sales cost on verious sales and salaries. 
White area designates desirable sales cost for profitable operation. 


ee: oe : ‘ : This man you cannot afford — he is costing you money. 


MOR This man cannot afford to work for you. He will earn more elsewhere, 
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Put color to work for you... 











Repainting? “You have 1000 colors from which to 
choose.” Redecorating? “You are limited only by 
your imagination.” Budgeting? “The most expensive 
things about redecorating your shoe store are the 
mistakes you make!” 

“When a decorating change is planned, don’t wait 
until the painter comes through your door to decide 
on a wall color. Buy a small amount of the color you 
think you want. Use a large sheet of paper or a yard- 
square section of store wall as guinea pig. Study the 
color in your store, not only on the paint company’s 
chart. Turn on your ceiling lights, your spots or spe- 
cial lighting fixtures. Light changes color. Only by 
appraising color under conditions of actual use can 
you judge color properly.” 

These are opinions of Mrs. Claude Porter, vice pres- 
ident of Porter Paint Company, St. Louis. In a special 
BOOT AND SHOE RECORDER interview aimed at 
giving shoe retailers expert advice on painting and 
redecorating projects, Mrs. Porter tackled the subject 
first from the general angle of color. 


Warm and cool colors 


“The wall color by itself is nothing,” she said. “Its 
relation to the rest of the store is what counts. Soft 
pink is becoming to most women. Pink is completely 
suitable for a women’s shoe store. Pink is a ‘warm’ 
color, but ask for a show of hands at any women’s 
gathering—they vote as their favorite aqua, green. 
lilac—all ‘cool’ colors!” 

Take a look at the color wheel above. It has two 
main divisions, warmth and coolness. The red-orange- 
yellow side of the color wheel is the warm side. The 
green-blue-violet side is the cool side. 
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If you plan to repaint or redecorate, 
the wall colors and accent hues you 
choose may set a profitable mood 
for your store. 


by VIRGINIA MARSHALL 


Just what does this have to do with painting the 
store? Just this. Warm colors are advancing. They 
have action, intensity and impulsiveness, psychologists 
say. Warm colors will subtly aid impulse buying of 
any product, including shoes. The cool hues, blue- 
green-lilac, are retiring colors. People will react to 
them passively and tranquilly. 

Yellow is the most cheerful color. High IQ persons 
tend to paint their rooms at home yellow. A sand- 
beige is part of the yellow color family; a rose-beige 
is part of the red color family. 

Red is most exciting. When white is added to red 
to form pink, the color is still exciting and exultant. 
All gradations of red make people feel supercharged, 
ready to go—and ready to buy. Gradations of red 
include pure red with white added to make pink; or 
red with black added to gray down the pure red color 
to form a muted plum, raspberry, maroon. 

Blue and violet are the most subduing colors. Green 
and yellow-green are considered most tranquil. They 
won’t excite your customers, nor will they put custom- 
ers to sleep. 

But so much for the colors themselves. Now what 
about color schemes for your shoe store? 


Color schemes 


Most successful color schemes in decorating homes 
and commercial establishments are based on: 1) direct 
complement color schemes; 2) analogous color 
schemes; 3) triad color schemes. 

Direct complements are colors directly opposite each 
other on the color wheel. Red is the complement of 
green. Yellow is the complement of violet. Blue is the 
complement of orange. Complementary colors make 
each other look brighter and more intense. When in 
doubt as to a second color to use, you are always safe 
in using the direct complement of the first color. 

Analogous colors mean touching colors on the color 
wheel and usually come in threes. Yellow, yellow- 
green and green are analogous; green, blue-green and 
blue are analogous; red, red-violet and violet are anal- 
ogous. In case this sounds ghastly to you as a color 
harmony, remember that red may be in any tint, down 
to pale pink; red-violet may be grayed down to a ma- 
genta; violet may be whitened down to a pale laven- 
der. Many successful women’s shops use pink, ma- 
genta and lavender drapes, upholstery, walls and ac- 
cessories. Pink, magenta and lavender are in reality 
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For playing up one wall in a juvenile shoe department 
or store, this fantasy-of-fun-on-a-satellite wallpaper 
from Denst & Soderlund, Inc., interprets outer space 
in terms of the child. Pattern repeats every 36 inches. 


the analogous color harmony called red, red-violet and 
violet. 

Triad color schemes call on three colors, usually an 
equal distance apart on the color wheel. Orange, vio- 
let and green are triads and in a shoe store might 
turn up as coral, lilac and dark forest green. Blue, 
red and yellow are triads and in the store might turn 
up as gray-blue, canary and brick red. 


Start with the ceiling 


But enough of color. Let’s paint the store. Start 
with the ceiling. White or an off-white is usually your 
best bet. A pastel colored paint may lower the ap- 
parent height of a too-high ceiling. The new acousti- 
cal ceilings require painting every year or two so that 
they look clean, but paint the acoustical facing mate- 
rials as rarely as possible. Buy a special paint that 
won't clog the ceiling perforations. Apply thinly. 

Walls are of major concern. Their color or colors 
may add or detract from the store image; colors 
beckon customers in; colors may hurry customers out. 
For this reason, you should aim at fitting your store’s 
appearance to the store image. Let color help you de- 
velop a store personality. Get a positive approach to 
color, but don’t imitate just because another store 
used the color scheme successfully. Dare to be differ- 
ent and distinctive, within bounds of practicality. 

How? To choose your new wall color, start with 
your carpet, says Mrs. Porter. It’s your determining 
factor. But if your carpet is gray, don’t automatically 
choose gray walls. Gray walls may be dignified, but 
they also may lack cheerfulness and may not encour- 
age customers to buy impulsively. 
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When you redecorate, consider accenting one wall— 
or a section of one wall—with a scenic wallpaper. 
This "Fireside Guns" pattern from Katzenbach and 
Warren, Inc., features firearms. 


Chairs should be considered along with the carpet, 
since both items are usually longer-lived than a “paint 
job.” 

Paint colors have the ability to push walls out—or 
bring them in closer. Dark colors bring walls closer; 
if your store is small, a light color of paint on the 
walls will make the area appear to be larger. Bright 
colors call attention to themselves, bring walls toward 
you; if your store is too long and narrow, painting 
the wall at the far back a bright advancing hue will 
minimize the too-long-and-narrow look and appear to 
move the wall at the far back up closer. If customers 
tend to disregard displays in an alcove or in one part 
of an L-shaped store or department, paint one alcove 
wall a brighter hue of the same color used elsewhere 
in the store—or paint it a brighter-hued contrasting 
color. 


Some color harmonies 

Let’s assume that your store carpeting is neutral— 
either a neutral beige or a neutral gray. Let’s assume 
also that you plan to use the fitting chairs you now 
have. Working from chair colors against neutral car- 
peting, the following color schemes or color harmonies 
might result. Because the “warm” colors on the color 
wheel have action and aid impulse buying, attempt 
has been made here to include at least one “warm” 
color (or tints of it) in each color harmony. Accent 
colors indicated are for planter boxes, room dividers, 
painted display units, messy-weather throw rugs at 
store door, for wall paint on one accent wall, or for 
wall paint on one accent area. 


(CONTINUED ON PAGE 54) 
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The size change survey: analysis of 


The returns of the joint Recorder-NSMA age/shoe 
size survey are in. Edward L. Drew, who directed the 
survey, here analyzes the results and urges that the 
study be made a continuous one. 


In the middle of February 1961 
the BooT AND SHOE RECORDER in 
cooperation with the National Shoe 
Manufacturers’ Association em- 
barked on a survey to determine at 
what ages children moved up to 
the next shoe-size category. The 
survey was to provide the basic 
data for measuring the scope of the 
several shoe markets—infants’ and 
babies,’ children’s, misses’, etc.— 
and for computing more precise 
data on per capita demand for these 
various types of footwear. For 
many years per capita demand cal- 
culations had been based on as- 
sumptions that were recognized as 
unwarranted and it was felt that 
more reliable and more accurate 
information should be provided. It 
had been assumed, to cite two ex- 
amples, that the infants’ and babies’ 
shoe market consisted of all chil- 
dren under five years of age and 
that the men’s shoe market began 
with fifteen-year olds. Such as- 
sumptions were known to be in- 
correct but no one was sure what 


to use instead. The joint survey of 
the RECORDER and the N.S.M.A. was 
designed to seek answers to such 
questions. 

Now that the returns are in, is it 
at all possible to get a better pic- 
ture of where one market ends and 
the next one begins than has 
hitherto been available? 


The results 


When the data are examined it 
will be obvious that the results 
achieved can best be described as 
“indicative” rather than “defini- 
tive.” The coverage of the returns 
was smaller than hoped for and 
certainly smaller than is statisti- 
cally desirable. It is admitted at 
the outset that in making this 
analysis and drawing any “con- 
clusions” from the data, I am skat- 
ing on very thin ice. Nevertheless, 
some new light has probably been 
shed on the nature and scope of the 
several major shoe markets. Some 
of the patterns disclosed seem to 
be reasonably well marked and, to 


by EDWARD L. DREW 


a large extent, sufficiently in line 
with expectations to warrant tenta- 
tive use until more information be- 
comes available. 

Before turning to an analysis of 
the data, a few comments on the 
survey procedure may be in order. 
In the first place the timing of the 
survey, the period just before 
Easter, while excellent in terms of 
availability of customers, was, for 
that very reason, probably a poor 
one in terms of cooperation from 
the shoe store clerks who had to 
record the data. Salesmen’s pri- 
mary object is to satisfy their cus- 
tomers and sell shoes. In such a 
busy period they may well have 
often been too busy to be concerned 
with getting ages of children 
changing from one shoe category 
to another and then recording the 
information on a form. It is sug- 
gested, therefore, that the survey 
be continued during quieter periods 
when there may be more time for 
getting and recording more ac- 
curate information. If the survey 
should be made a continuing one 
extending over a long period in- 
stead of a limited one, better re- 
ports and wider coverage should 
result. 

In the second place, it is appar- 
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the results achieved 


EDWARD L. DREW 


ent that there was incomplete un- 
derstanding of just what informa- 
tion was being called for. A num- 
ber of questionnaires had to be dis- 
carded as it was obvious that those 


filling them out had merely re- 
corded the ages of the children they 


had fitted with new shoes. Even 
on those reports accepted as usable 
there are some questionable en- 
tries. It is evident that every effort 
must be made to make clear the 
aims of the survey so that shoe 
store employees will better under- 
stand what is wanted. 


A third point 


This ties in with a third point, 
and that concerns the store owners 
themselves. They especially must be 
convinced of the value of the in- 
formation being asked for so that 
their cooperation can be secured 
in seeing that their salespeople 
know what is wanted and take the 
time to get it. 

It is now time to examine the 
results of the survey. When forms 
were sent out by BOOT AND SHOE 
RECORDER an attempt was made to 
get a broad geographical coverage 
in case there should be sectional 
differences in shoe size demand. 
The reporting form also provided 
for a separation of data as between 
whites and non-whites in case there 
are racial differences in shoe size. 
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With respect to this second ele- 
ment, race differences, the cover- 
age was too small to draw any con- 
clusions as to whether or not there 
are measurable differences between 
whites and non-whites. Out of the 
447 children surveyed, only 32 were 
non-whites; about 7 per cent of the 
total in contrast with a 10 per cent 
national average. 

As far as sectional differences 
are concerned, the meager evidence 
available does point to a somewhat 
earlier shifting to the larger sizes 
in the West. Whether this is a 
valid, usable conclusion can not be 
determined without additional data. 
Some further comments on this will 
be made later in the analysis. 

We come, now, to specifics, to an 
examination of what the survey 
seems to show with respect to the 
five possible change-over periods 
in the major shoe-size categories. 


A 


The first of these is the change 
from infants’ shoes to children’s. 
While there is no distinction here 
between male and female footwear, 
the survey tried to find out if 
there were any noticeable sex dif- 
ferences in when this change-over 
is made. 

From the data given in Table I 
the following “conclusions” can be 


drawn —always keeping in mind 
that the coverage was statistically 
thin: 

(1) For both males and females 
about 96 per cent of the surveyed 
group shifted to children’s shoes 
between the ages of two and four, 
the largest concentration being in 
the three-year old sector. 

(2) A larger proportion of boys 
than girls shift to children’s shoes 
at age two, the difference amount- 
ing to more than 10 percentage 
points, ie., 33.8 per cent of the 
two to four group versus 27.9 per 
cent. 

(3) There seems to be no sig- 
nificant sectional differences in age 
at time of shift although: 

(a) The East showed a wider 
range of ages than the other areas 
for the period of change-over. The 
reporting of one child not shifting 
over until age six may be a report- 
ing error. In any event, all age 
brackets outside the two to four 
group can probably be ignored with 
reasonable, statistical safety; and 

(b) In the West there were as 
many two-year olds making the 
change-over as_ three-year olds. 
More coverage is required before 
it can be assumed that this is sig- 
nificant as a general geographical 
characteristic. 

(4) If the white vs. non-white 
and sectional factors are eliminated, 
the survey indicates that when the 
change-over to children’s shoes is 
made by boys approximately 39 per 
cent shift at age two, 47 per cent 
at age three, and 14 per cent at 





(a) TO YOUTHS’ AND BOYS’ 
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age four. For girls the distribu- 
tion is approximately 28 per cent 
at age two, 56 per cent at age 
three, and 16 per cent at age four. 
For statistical purposes the shifts 
reported at other ages can be 
ignored. 


The second area of change-over 
to be examined is the move from 
children’s shoes to youths’ and 
boys’ shoes. 

As has previously been noted the 
coverage for the non-white seg- 
ment of the population was too 
meager to justify showing the data 
separately. The two groups have, 
therefore, been combined. The data 
given in Table II(a) suggest the 
following conclusions: 

(1) About 94 per cent of the 
boys surveyed shifted from chil- 
dren’s shoes before they were eight 
years old with a small segment 
shifting as early as age four. The 
heaviest concentrations were in the 
five- and six-year old brackets with 
an almost equal number in each. 
The period of change seems to be 
between ages four and eight, in- 
clusive. 

(2) There seemed to be no well- 
marked variations geographically 
although the South showed a great- 
er tendency than the other areas 
to extend the change-over period 
to older ages. More data are needed 
before this can be confirmed. 

(3) Taking the group as a whole, 
the survey indicates that approxi- 


mately 5 per cent of the boys made 
the change-over at age four, 36 
per cent at age five, 38 at age six, 
and 21 per cent at age seven. For 
all practical purposes changes at 
other ages can be ignored. 


Cc 


The third area of study involves 
the ages at change-over from chil- 
dren’s to misses’ shoes. The data 
are shown in Table II(b) with 
whites and non-whites combined. 

The following conclusions would 
seem to be applicable to this sec- 
tion of the market survey: 

(1) Almost 90 per cent of the 
girls covered by the survey shifted 
to misses’ shoes between the ages 
of five and eight, inclusive, with 
six being the most prevalent 
change-over age. Ages five and 
seven, in that order, were next in 
importance. 

(2) The geographical distribu- 
tion shows the East and the South 
to have the widest ranges of ages 
for the change-over period, with 
the emphasis in both areas being 
more on age five than age six. 
Pending accumulation of more 
data, however, these apparent sec- 
tional differences should probably 
be disregarded. 

(3) Taking the group as a whole, 
it would appear that the shift to 
misses’ shoes, in the main, oc- 
curred at age five for approximate- 
ly 28 per cent of the group, at six 
for 44 per cent, at age seven for 
20 per cent, and at age eight for 
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about 8 per cent. 

Before moving on to the next 
category, it is of some interest to 
note the differences between males 
and females in their change-over 
ages out of children’s shoes, as re- 
vealed, at least, by this survey. 


% Distribution— Major Change- 
over Ages from Children’s Shoes to 
Misses’ 

A Boys’ Shoes Shoes 
5% 
36% 
38% 
21% 


28% 
44% 
20% 

8% 


100% 100% 


It would appear from the above 
that boys start to make their shift 
a year earlier and have also com- 
pleted the change-over a year soon- 
er than do their female counter- 
parts. In both cases, however, the 
transition period covers four years 
and age six is the age of greatest 
change. 


D 


The fourth change-over category 
covers the switch from boys’ shoes 
to men’s shoes. The results of the 
survey are shown in Table III for 
whites and non-whites combined. 

It will be quickly noted that this 
change-over period, as reported, 
not only extends over a greater 
number of years than has yet been 
encountered but also shows the 
shift starting at what, to my mind, 
seems to be astonishingly young 
ages. That there would be a wide 
range in the ages at which boys 
change to men’s shoes was not un- 
expected. This phenomenon is at 
one with general growth patterns 
since some children develop grad- 
ually, some develop physically at an 
early age, and some seem to stop 
growing only to shoot up suddenly 
in a most startling fashion. Foot 
growth, if the information dis- 
closed by this survey is at all in- 
dicative, shows the same patterns 
except that feet would appear to 
be ready for adult sizes earlier in 
life than I would have believed pos- 
sible. It may be, of course, that 
some of the boys reported as hav- 
ing been fitted with men’s shoes 
actually were fitted with “big 
boys’” shoes, the sizes of which 
overlap the small end of men’s 

(CONTINUED ON PAGE 62) 
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If you're 
thinking 


of opening 


another store... 


There are well established guiding principles of suc- 
cessful retail operation and merchants planning to 
open another store can only benefit by paying close 
attention to them. 


There is no set of hard and 
fast rules guaranteed to produce 
successful store operation just 
through obedience to them. There 
is no such thing as pushbutton 
retailing, either in the merchan- 
dising operation or in the fiscal 
side of the business. But the re- 
tailer who ignores the well-estab- 
lished guidelines does so at his 
financial peril. Merchants project- 
ing the establishment of a shoe 
store can only benefit by giving 
close attention to them. 


Well established principles 


My company pioneered the use 
of factoring in the shoe industry 
27 years ago. Since then, on behalf 
of our independent-shoe-manufac- 
turer clients, we have extended 
credit for almost a_ half - billion 
pairs of footwear of every type 
to retail stores of every type in 
the United States, from the small 
neighborhood unit to the biggest 
chains and departments. We have 
found throughout our long rela- 
tionship with the trade that the 
successful retailers, even the great- 
est innovators, all have adhered 
to a set of well established guiding 
principles, and none has been able 
to ignore these principles consis- 
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tently and keep out of trouble. 
Apart from the necessary human 
attributes, such as health, energy, 
ability, flair, the first rule, in my 
opinion, is HAVE ENOUGH 
MONEY. Don’t try to finance 
your new store entirely by in- 
creasing your accounts payable or 
with short-term bank loans. This 
is the riskiest kind of performance. 
Bank money should be paid off at 
the end of each season, and ac- 
counts payable should be paid on 
a current basis. Encumbering him- 
self with debt beyond manageable 
proportions has cost many a re- 
tailer a business that took years 
to build. Big debt requires very 
rapid conversion of inventory and 
receivables into cash. When you 
start out be sure you have the 
necessary capital to carry inven- 
tory, support receivables if you 
intend to seek charge accounts, and 
pay for fixtures and improvements. 
Just how much money is enough 
will depend on the circumstances 
in each specific case. But you will 
help yourself enormously toward 
the correct answer by studying 
carefully the historic fiscal rela- 
tionships of elements within a 
business, the ratios and percent- 
ages, that managements through- 
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out the industry have found to 
be a good basis for judging the 
soundness of operating programs. 

For example, dividing your es- 
timated annual volume by four 
will give you a pretty good idea 
of what you should have in the 
way of working capital after you 
pay for your front and fixtures. 
“Working capital—six or seven 
times annual rent” has been found 
to be another reliable yardstick. 
A rule of thumb for fixtures and 
improvements is 10 to 15 per cent 
of total capital. 


When there are exceptions 


Of course there may be excep- 
tional circumstances that lead to 
departures from these figures. But 
when there are exceptions, there 
should be justifications for them. 
Four per cent of net sales might 
be regarded as a nationwide aver- 
age figure for rent, but if you 
should take on a second location 
that had a real potential plus 
prestige that might rub off on your 
other store, you might be justified 
in paying more. 

Again, the average figure for 
owner’s compensation plus em- 
ployees’ wages is 18 per cent of 
net sales. But here again certain 
exceptional considerations may en- 
ter the picture—such as the degree 
of service you have to offer to 
achieve your merchandising ob- 
jectives. Remember, however, that 
too many exceptions will consume 
your profit margin; don’t rely on 
volume to materialize by magic 
and take care of the higher ex- 
penses. 


Allow for markdowns 

In projecting your gross margin, 
you must be sure to allow adequate 
room for markdowns, for there 
is virtually no chance at all that 
you will escape them. You will 
also have to take the weather into 
account, for every day will not 
be a good shopping day. On the 
other hand, you will be wise not 
to put your reliance on cloudbursts 
or record-breaking snowstorms to 
clear your stocks of _ rubbers, 
galoshes, and over the stocking 
boots. 

You must budget your sales, 
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expenses, and flow of cash re- 
alistically so you will know just 
where you are headed and what 
you will require to get there safely. 
Make allowances for business that 
does not materialize, and be pre- 
pared to make a couple of wrong 
buys. Unless you have provided 
for seasonal bank loans, plan your 
purchases so that bills coming due 
for payment in a month will be 
about 60 per cent of your antici- 
pated cash income for that month. 
A good part of the remainder will 
go for running expense and to 
provide a reserve for the unusual. 

If you need help with budget 
forms, call on the credit facilities 
of your suppliers, either their own 
or their factor. 

In projecting a new store, here 
are five other points you should 
find useful: 

1. Appraise the location and its 


possibilities realistically ; more than 
half the shoe store failures result 
from insufficient volume. 

2. Size up your competition. Can 
you meet this competition success- 
fully; do you have the lines and 
the price range to attract cus- 
tomers, and the personality as well 
as the merchandise to bring them 
back? In the words of one of the 
most experienced shoe men we 
know, “People don’t flock to your 
store just because you have opened 
for business.” 

3. Have you merchandised your 
present business successfully? 
Casualties are heavy among re- 
tailers who do not know how to 
run their inventory. 

4. If you don’t already have a 
good C.P.A., hire one. If you can, 
get an accountant who has had 
experience with other retail shoe 
clients. He will help you with 
budgetary and financial planning. 
If you need help in finding the 
right man, ask your bank, the 
credit men for your suppliers, or 
the factor who serves some of 
them. 


Before you sign the lease 

5. Before you sign the lease, 
discuss your expansion plans with 
people who have broad, practical 
experience with the industry. 
Again, call on your banker, your 
suppliers’ credit men or the factor 
for some of the firms from whom 
you buy. They will welcome the 
opportunity to help you remain 
a good customer. 

If you are contemplating going 
into or expanding in the children’s 
shoe field, there are certain special 
considerations you should take into 


account: 

Do you have the personnel? Chil- 
dren’s-shoe fitting has become a 
specialty. A good salesman is one 
who is trained for this task and 
even has a flair for showmanship 
to win his young “audience.” 

You will also need someone in 
your store, or at least a good 
repair man in your neighborhood, 
who can make necessary correc- 
tions and fill orthopedic prescrip- 
tions, so that you can count on 
the professional esteem and sup- 
port of physicians and chiropodists 
whose patients are in your trade 
area. 


The residential picture 


You should investigate carefully 
the residential picture of your new 
neighborhood. Are there plans for 
new housing, or is it a static 
section, with a youth trade that 
may be lucrative now but will 
outgrow your wares in a few 
years? 

For a children’s store, you must 
give more attention to availability 
of parking than in other phases 
of shoe retailing. Mothers do not 
want to have to carry robust in- 
fants for substantial distances to 
shop, nor do those with an inde- 
pendently mobile progeny want to 
have to scramble after them for 
three or four blocks on their way 
to a store. 

Whatever the field of shoe re- 
tailing, ask yourself this question 
and come up with a realistic an- 
swer to it: 

“Will the operation I am con- 
templating provide a gross margin 
sufficient to cover all the expenses 
it will entail, and still leave enough 
over to be a worth while profit?” 





Profile: Bill Combs 


(CONTINUED FROM PAGE 27) 


a new star is born and then we add 
a new line. Which brings about 
one of the biggest problems the 
retailer has, e.g., too many lines. 
I’ve always tried to confine lines 
to a minimum, thus insuring closer 
relationship with sources.” 
Self-service: “As retailers we 
have brought self-service upon our- 
selves, when we let our salespeople 
ask a customer what size, instead 
of measuring the foot, and being 
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knowledgeable and well-trained 
enough to put the correct shoe and 
size on that customer’s foot. If we 
retailers could train our sales- 
people in all the aspects of shoe 
fitting, they would soon command 
the customer’s respect. If, some- 
how, we could make them the best 
paid salespeople in our cities and 
towns, then our customers would 
let us fit their shoes, like oculists 
their glasses, instead of fitting 
themselves.” 

Self-selection: “A different story 
entirely than self-service. Our cus- 


tomers today live on the run. They 
buy on impulse. If we, as retailers, 
can excite this impulse through at- 
tractive mass display, whether we 
show “igh-styled shoes or staples, 
regird'ess of price, we can speed 
up our sales procedure. This is one 
way that I have found to allow my 
men to run a bigger book; thus 
make more money, and still satisfy 
our customers.” 

Service to customers: “This is 
so inexpensive; but little and in- 
expensive things always add up to 

(CONTINUED ON PAGE 62) 
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MARKETS FOR RECREATIONAL FOOTWEAR—NO. 5 





Anybody can sell hunting boots 


There’s no reason why the retailer looking for a 
chance to expand his market should not sell hunting 
boots. Five million are sold every year and this figure 


is certain to increase. 


A common misconception among 
shoe retailers is that hunting boots 
—the kind with unlined water- 
proof leather, moccasin toe and 
sport-type sole—are a highly spe- 
cialized market that can only be 
sold through sporting goods stores 
and departments or specialized shoe 
stores. Yet manufacturers of these 
boots, catering to a fast-expanding 
market, will tell you that regular 
shoe outlets have a far better sales 
potential in this market. 

While there are no production 
or sales figures available on hunt- 
ing boots, which are also used for 
fishing, camping and other outdoor- 
leisure activities, it is generally ac- 
cepted that some 40 million every- 
day Americans, most of them 
males, engage in outdoor hunting 
or fishing every year. The figure 
has grown from an estimated 25 
million in 1955. At that time, the 
U. S. Department of the Interior 
estimated that 17 million of the 
then 48 million households, one of 
every three, had one or more hunt- 
ers or fishermen. 

Six years ago, one in every six 
city dwellers fished or hunted; in 
towns, one in every three; in rural 
areas, one in every two. The per- 
centage today is higher. In 1955, a 
total of $3 billion was spent for 
travel and equipment for the two 
sports. This figure has close to 
doubled since then. One manufac- 
turer estimates that some 5,000,000 
boots are purchased each year for 
hunting or fishing or similar pur- 
poses. The figure may be higher— 
and it certainly will go higher in 
the next year or so. If consumers 
are willing to dish out over a bil- 
lion dollars annually on fishing 
equipment and some $800 million 


July 15, 1961 


annually on hunting necessaries, 
it’s a good bet that boots will be 
getting their share of this spend- 
ing. 

But shoe retailers as a whole, 
particularly the small- to medium- 
sized independents who concen- 
trate on family shoes, have been 
slow to realize the potential in 
hunting boots. One big reason is 
the initial investment in a fairly 
high-cost item which, in average 
outlets, retails from $12.95-$16.95. 
Still another is the matter of stock 
and display space, both of which 
are at a premium in most stores. 
A third is the belief that hunting 
boots, as such, can be sold only to 
enthusiasts who prefer to buy them 
from sporting goods or specialized 
stores. 


None of these reasons need deter 
the shoe merchant looking for an 
opportunity to expand his market. 
While hunting boots per pair may 
average higher in factory or sup- 
plier cost than his regular stock, 
the merchant will find they need 
not be carried in anywhere near 
the depth of styles or sizes required 
for a dress or casual shoe. Most 
merchants stock one style, perhaps 
with a variation of materials or 
features such as insulation, in only 
four widths—small, medium, wide 
and extra wide. 

This economy of inventory is re- 
flected in the amount of space 
needed to stock hunting boots. And 
display space can be apportioned, 
particularly during the hunting 
and fishing season. 

Although many pairs of boots 
are sold through sporting goods 
and specialty stores, some of which 
have built up a reputation in this 
field, there is plenty of evidence 
that the outdoor man doesn’t insist 
on such specializing. Many dis- 
count department stores, even the 


One of the newer, more attractive types of hunting boots now on the market is this moc- 


casin-type boot designed for silent stalkin 
with soft soles, allowing wearer to "feel" 


of game. Boot features comfort and flexibility 
rittle twigs and loose pebbles that might warn 


nearby game. Upper leather is water-repellent, tough but pliable, oil treated with hair 
left on. Lower part is true moccasin with hand-sewn vamp. Maker is Ebinger Brothers 


Leather Co., Inc., of Rowley, Mass. 
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fancier offshoots of the former mill 
outlets, have thriving boot depart- 
ments and more are getting into 
the field daily. For the most part, 
boots sold through discount outlets 
are in the $7.95-$11.95 retail class, 
although some go higher. Volume 
in regular or traditional outlets is 
at $12.95-$16.95, with prices going 
to $25.95 and higher. 

Thus the traditional or non-dis- 
count shoe retailer can concentrate 
upon a medium priced range of 
hunting boots without too much 
concern over discount competition, 
which has built its appeal in lower 
ranges. The man who is accus- 
tomed to buying medium priced 
dress shoes will automatically turn 
to the medium range in hunting 
boots. 

As in other types of recreational 
or participation sports footwear, 
the retailer taking on a line of 
hunting and fishing boots will do 
well to plan a definite promotional 
and merchandising program from 
the beginning. Don’t be satisfied 
with an occasional window display 
or mailer. Don’t depend upon re- 
flected advertising to bring in the 


customers. Here are some good 
rules to follow: 

1. Plan your biggest promotions 
to break in newspapers, radio 
and/or direct mail before the hunt- 
ing and fishing season opens. Out- 
door enthusiasts start taking stock 
on their equipment at least a month 
before the opening bell rings. Then 
they look around for a good place 
to buy. Try to catch their eye just 
before they start looking. 

2. Be sure to visit the local clubs 
and organizations and let the mem- 
bers know about your service. Em- 
phasize the idea of “service,” which 
includes quality, fit and expert at- 
tention. These are your advantages 
over the discounter. 

3. Plan a series of promotions 
or contests. You can limit these 
to local organizations or open them 
to the public at large. Tie them up 
with hunting or fishing and offer 
prizes of equipment in each field. 
For example, you can give away a 
piece of sporting equipment with 
each boot purchase. Or you can 
merely use write-in names for a 
drawing on several pairs of boots 


and other equipment. When you do, 
give the promotion space in your 
newspaper advertising and your 
windows. 

4. Get a supply of literature 
from your supplier or manufactur- 
er of boots and distribute it di- 
rectly to your male customers as 
they visit the store. Send out a 
sample mailing during the season. 

5. This is important. Don’t neg- 
lect the sedentary hunting and 
fishing “experts.” These are the 
men who take their sports right in 
their back yards and who prize their 
comfort. Few people realize that 
hunting boots, with their wedge 
type soles and soft, unlined leath- 
ers, offer exceptional wearer com- 
fort. They are also much improved 
in style over the older type boots. 
A leading manufacturer is con- 
vinced that sales of hunting boots 
won’t really hit the top until shoe 
retailers start pushing this angle. 
Hunting boots, while a necessity to 
the hunter or camper, can be pro- 
moted into fashion with the gar- 
dener, the yard putterer and the 
hiker. Once they are, the sky’s the 
limit on this market. 





Put color 
to work for you 
(CONTINUED FROM PAGE 47) 


SAND-BEIGE CHAIRS: walls yel- 
low or coral, fitting stools uphol- 
stered in orange, bright turquoise 
accents; aqua walls, canary fitting 
stools, pumpkin accents; walls 
gray-green, fitting stools forest 
green, accents coral. 


PINK-BEIGE CHAIRS: walls 
dusty-pink, accents clear pink, pine 
green; walls gray-blue, accents 
chartreuse and gray-pink; walls 
lavender blue, accents maroon. 
Avoid yellows. 


ORANGE CHAIRS: walls and ac- 
cents light gray, light beige, or 
light sandalwood, depending on col- 
or of carpeting, each using tur- 
quoise sparingly as extra accent; 
walls and accents medium aqua 
with additional accents of dark tur- 
quoise; walls and accents gray- 
blue plus canary yellow accent in 
one area only; walls mid-yellow, 
accents peacock blue. 

APPLE GREEN CHAIRS: walls 
dusty pink, dark green and shock- 
ing pink accents; walls light coral 
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with canary accents; walls gray- 
green with violet and clear blue 
accents; walls apple green with 
orange and yellow accents; walls 
apple green with plum accents. 
DARK GREEN CHAIRS: walls 
apple green, with raspberry and 
bright pink accents; walls char- 
treuse with coral and canary ac- 
cents; walls yellow with chartreuse 
accents; walls aqua with pumpkin 
accents. 

YELLOW CHAIRS: walls yellow 
with orange and peacock blue ac- 
cents; walls light coral with royal 
blue accents; walls aqua with bright 
turquoise and chartreuse accents; 
walls gray-green with dark green 
and chartreuse accents. Avoid 
pinks. 

WHITE CHAIRS: walls yellow 
with coral and electric blue accents; 
walls gray-blue with lavender and 
shocking pink accents; walls apple 
green with accents of dark green, 
dusty rose and pink; walls aqua, 
accents coral. 

TURQUOISE CHAIRS: walls light 
coral, accents canary; walls light 
aqua, accents terra cotta red; walls 
pink beige, accents mulberry; walls 


sand-beige, accents orange and yel- 
low; walls dusty pink, accents pale 
turquoise. 

BLACK CHAIRS: walls mid- 
bright coral, accents bright yellow 
or bright blue; walls yellow, ac- 
cents bright turquoise; walls white, 
accents lavender, gray-blue and 
pine green; walls pink-beige, ac- 
cents shocking pink; walls sand- 
beige, accents cardinal red; walls 
gray-blue, accents bright blue, 
bright coral; walls gray-green, ac- 
cents chartreuse and lilac. 

The use of wallpaper or wall cov- 
ering on one wall of your store may 
prove to be a problem-solver. For 
example, where one back wall needs 
accenting to draw the customer’s 
eye and attention back, a patterned 
wallpaper or a section of scenic 
wallpaper may fill the bill. Scenic 
wallpapers are available in a wide 
range of subtle or startling color 
combinations. Wallpaper can also 
purposefully help carry out a “look” 
if your store aims in that direction. 
Early American wallpaper adds to 
the Williamsburg Look, Japanese 
type papers add to the Oriental 
Look, skyline papers add to the Big 
City Look, and the like. 
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SHOE 
SCHOOL 


Round or square, thick or thin, 
posts and columns can present 
real problems. Shoemen have two 
choices. They can play them up or 
play them down. The basic archi- 
tectural rules apply. 

If a post is too tall to be in scale 
with your store or department, 
treat it to look shorter. If a post 
is too wide, make it look narrower. 
And, if a post is too thin, treat it 
to look wider and more important. 


Turn your useless posts into dis- 
play centers. Some of the follow- 
ing treatments will help you to 
decide how to make posts in your 
store useful. 


@ Play up a round post in the 
children’s department where traf- 
fic lanes do not allow a display by 
painting it a red and white pepper- 
mint stick design. You can alsa 
paper the column with animated 
spaceman wallpaper or decorate it 
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with a yardstick children can use 
to measure themselves while they 
wait. 


® Encircle a wide, round col- 
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umn in a teenage department with 
a padded seat to accommodate 
“gangs” of girls when they barge 
into the store. 


e If you have a wide square 
post and your store is a family 
outlet, hang a framed ballet print 
on one side and display women’s 
dressy shoes on a rack beneath 
the print. Hang a hunting print 
on the second side of the post and 
display men’s footwear on a pre- 
selector rack beneath it. Hang a 
gay circus print on the third side 
of the post and display juvenile 
shoes beneath it. On the fourth 
side of the post hang a teen- 
slanted print and display teenage 
footwear beneath it. 


e A poorly lighted, square post 
can be improved by installing four 
cornice boxes at the ceiling and 
putting fluorescent tubes under 
each cornice. Display the shoes 
on a continuous pre-selector rack 
that surrounds the post. Unfin- 
ished cornices are inexpensive— 
about $2 for 32-in. width, 8-in. 
deep. 


@ A round or square column 
that is too tall can be shortened 
—in appearance—with wallpaper. 
Wallpaper the lower six feet of 
the post with striped wallpaper— 
5-in.-wide stripes. Run the stripes 
horizontally around the post. Paint 
the upper portion of the post with 
a pale tone of the store’s wall 
paint. 


e@ A wide, round column in your 
children’s department would make 
a nice play center for waiting chil- 
dren. Attach a plywood platform 
with a small guard rail to the post 
about 24 in. from the floor. Buy 
inexpensive toy automobiles, trucks 
and trains to fit the platform. For 
a final touch to this do-it-yourself 
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entertainment kit, glue train or 
car theme decals to the post above 
the platform or paper the column 
with scenic wallpaper. 


e@ If you are bothered with a 
post that is too small to be a dis- 
play center, play it up by flanking 
it on opposite sides with louvered 
wings. Paint the louvered shut- 
ters to match the post or paint 
them a sharp, bright contrasting 
color to call attention to the dis- 
play area. 


@ When a post is too thin to 
provide a background for a display 
rack, set the display to one side of 
the post and drape the post with 
yard goods which lead the eye 
from the post to the display. 
Change the draping with the sea- 
son. Use fishnet for summer shoes, 
lightweight wool for fall, velvet- 
een or tulle for holiday shoes and 
pastel arnel jersey for spring. 
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@ If there is a square post in 
your women’s fashion department, 
hang a white rococo-framed mir- 
ror on it and display shoes on a 
white wrought-iron scrolled bench 
beneath the mirror. 


@ As a change from paint, you 
can apply contact paper or lami- 
nated wood sheets in birch, ma- 
hogany, pecky cypress, or what- 
ever harmonizes with other panel- 
ing in the store. In a formal] fash- 
ion store, cover the post with lurex 
fabric; in the informal store, use 
burlap in natural or muted colors; 
in a man’s casual corner, cover the 
post with red brick wallpaper; in 
a women’s casual corner, cover the 
post with ivy-twining wallpaper 
and in any store, try marbleized 
vinyl covering or tile-effect wall- 
covering in store-harmonizing pas- 
tel colors. 


@ Individual shoe displayers 
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can be mounted in a spiraling pat- 
tern on a round column in a wom- 
an’s store or department. 


@ Improve the looks of an un- 
sightly post by gluing matchstick 
bamboo sections directly to the 
column. The sections are avail- 
able in natural colors and each 
2-ft. by 6-ft. section costs approxi- 
mately $2. You can also put blonde 
display shelves around the column. 


@ Mirror the four sides of a 
square post in your women’s de- 
partment to make the department 
look larger. The cost is approxi- 
mately $2.25 per sq ft. 


e@ A fitting platform can be 
built to encircle a round column 
or to use two or more sides of a 
square column in a children’s de- 
partment or store. The drawers 
for a card file can be built into 
the space under the platform. 





Boot and Shoe Recorder 





An Authentic Tribute to the American Past... 
HE 


A truly unique FRYE boot — an A FREE PREMIUM PACKAGE WILL BE AVAILABLE 
authentic reproduction of a style WITH THE CHILDREN’S BOOTS 
widely popular in both the North 1 
and South during Civil War 
days and the epic days of the 2 
opening of the Wild West — 3. Membership Card in Light Horse Cavalry Unit 
faithfully reproduced sete pe” = timely eames nara 4. Pressure-sensitive tape with the initials “U. S. A.” or 
of America’s struggle for unity ... the same singleness “C. S. A.” to be applied to the outside of the boots ° 
of purpose that has characterized the efforts of FRYE 
bootmakers since 1863. CRO 
JUVENILE CENTENNIAL BOOT . - — ‘“ a“s stim. 
B and D widths — Sizes 8%-3, 34-6 The Frye Centennial Boots will be an exciting stim 
ulant to sales during the celebration of the Civil 


ADULT CENTENNIAL BOOT 
B and D widths — Sizes 6-12 War commemoration. 


. Authentic fac-simile of Civil War currency 


. Centennial insignia 


JOHN A. FRYE SHOE COMPANY, INC., Marlboro, Mass. 





WORTH WRITING FOR 





Repainting and decorating 

Specialized assistance in plan- 
ning your store’s repainting and 
redecorating is offered by Paul T. 
Eitel, Jr., Porter Paint Co., 14th 
& Cedar St., Louisville, Ky. Send 
him a chart of your store’s floor 
plan, a brief description of the 
store image you want to convey, 
indicate color of permanent items 
such as carpeting, chairs, exposed 
woods. Porter’s architectural de- 
partment is set up principally to 
help merchants with painting and 
redecorating. Eitel will suggest 
color schemes and accent wall 
papers for your individual store. 
There is no charge or obligation. 
The same assistance can be had 
also from any Porter Paint Co. 
store, located semi-nationally 
throughout the southern and mid- 
central states. 


Color coordinator 


As a visual aid to designers 
and stylists, the General Tire & 
Rubber Co., has published the 
Respro-Teztileather Footwear Color 
Coordinator. Eighty - five basic 
leather colors for uppers are co- 
ordinated with Tolex vinyl quarter 
linings and socklinings. The co- 
ordinator shows actual leather and 
vinyl swatches, serving as an aid 
in designing everything from ba- 
sics to high fashion footwear. 
Divided into sections for men’s, 
women’s and children’s shoes, the 
book is designed to provide design 
inspiration for creative specialists 
in the footwear field. It is also 
a practical guide since it offers a 
wide range of available materials. 
The color coordination in the book 
is the work of the Central Styling 
Studio of The General Tire & 
Rubber Co.’s Plastics Division. In- 
tended primarily for design de- 
partments of footwear manufac- 
turers. The General Tire & Rubber 
Co., Textileather Div., 607 Madison 
Ave., Toledo 3, Ohio. 


Window display 


This publication, edited with an 
introduction by Walter H. Herdeg 
of the Graphic Press, Zurich, has 


text and picture captions in Ger- 
man, English and French. There 
are 579 illustrations, some in color. 
Some of the topics covered are 
animated displays, mannequins, 
paper sculpture, interior and ex- 
terior display and exhibition dis- 
plays. Twelve of the sections have 
introductions by experts. There are 
indexes of designers, artists, stores, 
and illustrations by types. An In- 
ternational Survey of the Art of 
Window Display. Frederick Prae- 
ger, Inc., 14 University Place, New 
York 3, N. Y. $17.50. 


History of shoes 


Some of the facts from the 
strange history of shoes are pre- 
sented in an amusing and interest- 
ing way in an illustrated booklet 
available from the International 
Shoe Co. It’s an attractive histori- 
cal outline that brings shoes from 
the earliest times down to the 
present. Pictures of many differ- 
ent types of shoes are shown. 
Available in nominal quantities for 
school and civic groups without 
charge. Single copies to retailers, 
free. Shoes Thru the Ages. Inter- 
national Shoe Co., 1509 Washing- 
ton Ave., St. Louis 66, Mo. 


NSI promotion guide 

The National Shoe Institute has 
prepared a guide to the use of 
NSI’s Vogue promotion. “The Shoe 
a Woman Can’t Live Without.” Al- 
though the emphasis is on women’s 
shoes, the guide will be helpful in 
selling men’s and children’s shoes 
as well. Among promotion areas 
outlined are local advertising, dis- 
plays, giveway booklets, fashion 
shows, tie-ins, contests, editorial 
quotes, interviews, mailing pieces 
and sales personne! indoctrination. 
How to Get the Most Out of a Na- 
tional Shoe Institute Promotion. 
National Shoe Institute, c/o Lynn 
Farnol Group, 50 Rockefeller 
Plaza, New York 20, N. Y. Free. 


Turnover 


The results of a 2% hour con- 
vention session on ways to improve 
turnover, attended by several 


hundred retailers, are given in this 
NRMA publication. Turnover - the 
Many Ways to Improve It. National 
Retail Merchants Assn., 100 W. 
81st St., New York 1, N. Y. Mem- 
bers, $3; non-members, $6. 


Films 


Continued Progress Through Re- 
search is a 16 mm., sound and 
color, 30 min., film giving a report 
on the new and improved shoe- 
making machines being developed 
by the United Research Div., of 
USMC. It illustrates the advan- 
tages of these developments in 
terms of less fatigue for operators, 
increased production, greater ef- 
ficiency and better shoes. Recom- 
mended for showing to groups 
with a shoe production technology 
background. United Shoe Ma- 
chinery Corp., Boston. Free loan, 
but insurance of return for $150 
requested. 


Research Is Only the Beginning. 
A 16 mm, sound and color, 40 min. 
film. A logical sequel to the film 
above, this film tells the story 
of United shoemaking machines 
as they move from drawing boards 
in the Research Div., through the 
factory and on into operation in 
shoe factories. Machines are literally 
created on the screen as drawings 
become patterns, hot molten metal 
castings, precision parts and finally 
the machines for making shoes. 
Recommended for showing to both 
shoe industry and other groups 
(service clubs, social and civic 
organizations, etc.). Free loan, but 
insurance of return for $175 re- 
quested. 


Small Business U. S. A..—the 
Story of Main Street. A 16 mm., 
black and white, 32 min. film. The 
theme is profitable management for 
small business and it attempts to 
show howa businesssucceeds through 
case histories of small business 
concerns. Suitable for service clubs, 
Rotary, Kiwanis, Lions, Chambers 
of Commerce, Church groups, etc. 
Public Relations Div., Dun & Brad- 
street, Inc., 99 Church St., New 
York 8, N. Y. 
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THERE’S NEW BUSINESS 
IN SHOE BUSINESS WITH 


PAC || F CAT PROTECTED 


LINING 
ASK 


ACME BOOTS 


Pacifate is the famous shoe lining that clinches 
the sale! It’s the only lining approved by the National 
Foot Health Council... the only lining that's na- 


Style +9068...for men—THE 
“WAGON MASTER’’—Acme’s 
sturdy stovepipe work ranch 
Wellington for every need! Fea- 
tures full-grain Retan leather. 








tionally advertised! Millions of people know that 
Pacifate is the exclusive germicidal processed lining 
that prevents reinfection from athlete's foot, retards 
foot odors, keeps leather soft and supple longer, 
prevents drying and cracking due to rot — and they 
want it! Get the profitable edge 
on competition ... line your 
shoes with Pacifate! 


WAMSUTIA / PACIFIC 
INDUSTRIAL FABRICS 
1430 B'way, New York 18, N. Y. 


PACIFATE 


PROTECTED LINING 
oeesenves LATHER 


we 
srors anaete’s FOOT 
instcnOn 


Style +9610... for men—Acme’s 
water-resistant Oil Retan work 
Wellington... THE “DRILLER.” A 
comfortable, yet durable work 
boot for every type of service. 


Style +1034...for men—Acme’s 
custom Hawkeye sport and 
work boot...THE “DEER- g 
SLAYER"! Features geon- @ 

uine Horsehide leather, 
scuff-resistant, water-re- ae 
sistant, resistant to barnyard ™® 
acids and dries out soft re- 
taining original shape. 


=9610 








C cha a r rs: Dallt tor Comfort 


ee Engineered for Durability 
e Designed for Shoe Stores 


e Priced to Sell! 


for your catalog 


¢ 
Oreoani™ 


ee 
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Space theme 
ends tears and tantrums 


Marvin Taxman, Toby’s Shoes, St. Louis, feels that 
store decor and theme carry an enormous amount of 
weight with both children and their parents. His new 
unit, opened recently in Grandview Plaza Shopping 
Center in suburban Florissant, Mo., is a demonstration 
of his theory. The space theme is built into the front 
window displays and carries all the way back to the 
special children’s fitting platform at the rear of the 
store. 


This special fitting platform is complete with space seats, space 
helmets, seat belts and a flashing instrument panel in the 
rocket control base behind the seats. 

Mr. Taxman selected the space theme because he 
believes that, although the nation’s youngsters have 
been exposed to space material for a long time now, 
the great era of space importance is yet to come. It 
will be a long time growing outmoded, Mr. Taxman 
says. 

Focal point of Toby’s Shoes is the fitting platform 
raised some three feet off the selling floor and reached 
by metal steps, reminiscent of an airplane. The 
semicircular platform space ship (which is protected 
by copyright) has six space seats permanently mounted 
on pedestals. Padded chairs are upholstered in silvery 
gray plastic, and each chair is equipped with a navy 
blue seat belt. A gray rubber space helmet is pro- 
vided as accessory for the space seats. Behind them is 
a silver colored rocket base with a cutaway control 
section revealing blue, green, yellow and white flash- 
ing lights on its replica instrument panel. The entire 
space ship fitting platform is carpeted in gray, prob- 
ably the only space ship in the world with wall-to-wall 
carpeting. 

The fitting platform lends an air of excitement to 
the store. “It is also very practical,’ says Mr. Tax- 
man. “There is a lure to it. The kids actually want 
to go up on the platform. Some of the old style plat- 
forms brought on tears and tantrums. Not this one!” 

Taxman, with his brother Phil, owns and operates 
two Toby’s Shoes in the St. Louis area. The Taxman 
brothers expect to use the Grandview Plaza Shopping 
Center space decor when they open two additional 
stores, now in the planning stage. 





Less than *12500 
and “Mark-up Magic”’ 


puts you in the profitable 
DANCEWEAR 
Business 


a R-vaalelom =t-til-3c—) 
ONLY 


$298 


Your capital is not tied up in large 

inventories when you concentrate on 

Leo's nationally advertised Dance- 

wear. With popular-priced shoes 

like “*mark-up magic’’ TEMPO, you 

get fast turnover on a small invest- ‘ 
ment. Less than $125.00 for a basic BASIC 
stock of shoes or leotards favored Ley ARDS 
by more dance teachers than any : 
other brand. Profit with Leo's Com- Nees ime) 
plete Dancewear Catalog for Same- 

Day Shipment of ballets, tap shoes, S 

toe shoes, leotards—the works! 


Skeptical ? send for Leo's Basic Stock Plan and 
our “One-Stop” Catalog. It features ‘‘Tempo”’, true 
theatrical Ballets at only $2.98 retail. Kitten-soft cape- 
skin for glove-fit by America’s top theatrical shoe spe- 
cialist. 


C.',° Dept on 
@) S ADVANCE THEATRICAL CO. 


32 West Randolph St., Chicago | 


ist ker t } Jance r 124 
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by LEO 


a new dimension 
in ballet 


A ballet manufactured in 
the true theatrical fashion, 


priced for you... 


ony 298 


\%o5° 
ADVANCE THEATRICAL CQ. ¢ 32 West Randolph St. * Chicago 1, Illinois 
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Profile: Bill Combs 


(CONTINUED FROM PAGE 52) 


big things . . . our success or fail- 
ure, sometimes. I have never been 
able to afford to be wrong finan- 
cially. Consequently, the emphasis 
on complete service to the cus- 
tomer, giving each and every one 
of them the feeling that they are 
wanted and appreciated.” 

Fashion: “In shoes it doesn’t 
simply apply to the well-dressed 
woman, as we are prone to believe. 
In family shoe stores, today, we 
must remember that in order to be 
successful, we must make all of 
our customers fashion conscious. 
Our men’s, women’s and children’s 
departments must all be alert to 
fashion trends because, chances 
are, our customers will be; and if 
not, should be. Frequently, a shoe 
which is a staple this season is not 
the next season; and one of the 
easiest mistakes to make in buying 
shoes is playing a good pattern too 
hard the second season.” 

Imports: “They are inevitable 
today, because our world is more 
closely knit through improved 
travel. Imports should give our 


manufacturers the incentive to be- 
come more creative instead of copy- 
ists, and to emphasize the ‘Ameri- 
can Look’ with truly new and bet- 
ter things. In other words, let’s 
romance ‘our look.’ ” 

We said at the beginning that it 
takes courage and conviction to do 
the things that Bill Combs has al- 
ready accomplished at 32 years of 
age. Incidentally, we failed to men- 
tion the fact that Bill’s strong feel- 
ing for the Pacific Northwest isn’t 
just a recent attachment. Actually, 
it dates back to 1944, when he 
graduated from high school and his 
family migrated from Oklahoma 
(where Bill had been born, in 
1928) to Seattle, Washington. 
Bill worked at Nordstrom’s in Se- 
attle during summer vacations 
from his pre-law course at Central 
Washington College. Instead of go- 
ing on to Law School, at the end of 
the two-year course, as he had orig- 
inally planned, Bill decided that he 
liked the shoe business so well he 
wanted a shop of his own. That’s 
when he persuaded his father to 
open the Salina shop .. . the rest 
is retailing at its most effective 
level, as set forth here. 





The size change survey 


(CONTINUED FROM PAGE 50) 


sizes. It is impossible to determine 
this now and we can only wait until 
additional data have been acquired 
to see if there have been errors in 
reporting. In any event, the sur- 
vey indicates that 

(1) Practically all the group 
shifting to men’s shoes made the 
change-over between the ages of 
seven and fourteen with almost 75 
per cent concentrated in the nine 
to twelve brackets. Age eleven had 
the largest portion. 

(2) The geographical distribu- 
tion shows the West leading the 
other areas in youth of those 
changing to men’s shoes. It is im- 
possible to tell whether the few 
boys making up this part of the 
sample are representative of the 
area generally and it would be un- 
wise to place any emphasis on what 
may have to be revised when more 
information comes to hand. 

(3) For the group as a whole, if 
the data are accepted as reported, 
the change-over to men’s shoes must 
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be spread over eight years as fol- 
lows: 5 per cent at age seven, 11 
per cent at age eight, 17 per cent 
at nine, 18 per cent at ten, 23 per 
cent at eleven, 14 per cent at twelve, 
5 per cent at thirteen, and 6 per 
cent at age fourteen. 


E 


The fifth and final sector covered 
by the survey involves the ages at 
change-over from misses’ shoes to 
women’s shoes. The results of the 
study, by geographical areas, are 
shown in Table III(b). 

The remarks made at the start 
of the preceding section apply, for 
the most part, to this section as 
well. Here, too, the wide spread in 
the ages over which the shifts are 
made to women’s shoes is _ note- 
worthy, covering a span of seven 
years. In this respect, at least, 
boys and girls do not differ. It 
will be seen, however, that where- 
as the largest single age bracket 
of change-over for boys is age 
eleven, for girls the bulk switch to 
adult shoes comes earlier. This is 
dwelt upon in the first of the fol- 
lowing observations: 


(1) While the age range for 
change-over to women’s shoes ap- 
pears to run from age seven to 
age fourteen, almost 75 per cent 
of the group made the change be- 
tween ages eight and ten, inclu- 
sive, with each of these age groups 
about equally represented. Accord- 
ing to this survey, almost 80 per 
cent of the girls had entered the 
women’s shoe market by the time 
they had reached age eleven. As in 
the case of boys shifting to men’s 
shoes, the ages at which many girls 
were reported shifting to women’s 
shoes seem strikingly low. 


(2) The concentration in age of 
shift below age eleven noted above 
was especially evident in the Cen- 
tral and Western areas since all 
the remaining 20 per cent were re- 
ported from the East and South. 

(3) If the data for the group are 
accepted as reported, then the 
change-over period from misses’ 
shoes would be stretched over all 
seven years distributed approxi- 
mately as follows: 5 per cent at 
age seven, 26 per cent at eight, 24 
per cent each at nine and ten, 5 per 
cent at age eleven, 9 per cent at 
twelve, and 7 per cent, perhaps, at 
thirteen to bring the total to 100 
per cent. 

This ends the analysis of the 
data obtained from the survey. In 
spite of the smallness of the sam- 
ple, the survey has added some- 
thing to our knowledge of the sev- 
eral markets. The results can not, 
however, be accepted as conclusive. 

It is urged, therefore, that the 
survey be made a continuing one 
with more participants and no 
specified deadline for its closing. 
That can be left open until a suf- 
ficient volume of new data has been 
collected to assure greater statisti- 
cal validity to the conclusions. With 
this recommendation goes the other 
made at the start of this report: 
participants must be made to un- 
derstand clearly what is wanted in 
order to avoid a fruitless collection 
of unusable data. 

In conclusion, it should be 
stated that the results shown above 
were affected by the decisions as to 
which of the submitted reports 
were usable and which were not. 
These decisions were made by me 
alone and neither the BOOT AND 
SHOE RECORDER nor the N.S.M.A. 
should be held responsible for the 
indicated results. 
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TRADE TRENDS 





AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


Ad costs hit women’s brands 


Some indication of increasing pressures on women’s 
branded shoe business can be found in comparative 
year-to-year figures of national magazine advertising 
by manufacturers in this field. Although producers 
have been spending more advertising dollars in 
recent years, they have been able to buy less and 
less pages. Four years ago in 1957, they were able 
to buy a total of 542.58 pages for $3,877,272. Last 
year, the $4,517,810 they spent bought them only 
460.09 pages. The trend to more money for less 
pages will probably continue—and women’s branded 
shoes will suffer a declining public exposure. 


For some reason, men’s and children’s branded shoes 
have fared better in this respect. Men’s firms spent 
$2,976,879 in 1957 for 351.81 pages. A year later the 
cost was up to $3,092,734 for only 329.43 pages but, 
in 1959, producers received 355.15 pages for a slight- 
ly higher cost of $3,230,795. Last year, they paid 
$3,442,813 for 352.48 pages. Thus men’s branded shoe 
firms last year paid about 15 per cent more for 
approximately the same number of advertising pages 
they bought in 1957. Women’s branded shoe firms 
also paid 164% per cent more in dollars but received 
82 less pages. 


Children’s branded shoe manufacturers have fared 
better than both men’s and women’s in this respect. 
Back in 1957, they paid $807,154 for 77.08 pages in 
national magazines. In 1958, their cost for 87.16 
pages was a record $1,053,367. A year later, pages 
rose slightly to 89.92 but their cost fell to $999,681. 
And last year, they paid only $978,949 for fully 
98.88 pages. Thus they paid only 21 per cent more 
in 1960 dollars for almost 30 per cent more pages. 


One explanation for the differential between 
women’s and children’s advertising experience may 
be that producers in latter field are shifting em- 
phasis to more specialized children’s media which 
have lower per-page costs than women’s magazines. 
Same reason may hold to lesser extent for men’s 
branded firms which use more of specialized men’s 
magazines than formerly. Women’s firms have re- 
mained faithful to larger, more expensive Big Name 
national publications which have been forced to up 
rates considerably in past few years. 


National magazine advertising record for combined 
shoe and allied manufacturers shows fairly typical 
trend over past eight years. Back in 1958, the indus- 
try spent total of $8,848,906 for 1204.64 pages. Last 
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year, pages were down to 1079.65 for which pro- 
ducers paid $11,618,632. However, pages bought 
since 1957 have held constant between low of 1047.07 
in 1958 and high of 1089.07 in 1959. As expected, 
biggest spending months are March through May, 
September and October. 


New pricing dilemma 

Action of International Shoe Co. in announcing 
genera! factory price increases effective July. 17 
came as complete surprise to many—and placed 
majority of manufacturers on horns of an unusual 
dilemma. Most factory price changes are timed 
closely to general business situation with increases 
coming when sales are strong. While outlook for fall 
1961 and spring 1962 is getting stronger every week, 
the real strength is still in the future. International 
is apparently banking on this future. 


Other shoe firms hope to follow suit but tendency 
is to wait on early fall returns before making move. 
New spring lines will be on the road in August and 
manufacturers must have prices ready by then. No 
definite trend as yet on amount of increases but it 
probably won’t be too evident at retailer level. Some 
firms talk tentatively of five per cent boost but it 
will probably average out to less. Others say they 
won’t run it across the board but expect to confine 
it to individual styles. : 


Rising cycle projected 

One way or another, the price trend points to another 
cycle of rising sales and production. A year ago 
this time factories wouldn’t have dared boost prices 
even though costs were on the upgrade. Their guess 
about business was accurate as the shoe industry 
moved into the bottom of the recessional cycle. Now, 
as they head into the 1961 stretch, the majority are 
pointing toward another boom cycle, beginning 
gradually this fall and building up to a full-fledged 
spring 1962 boom. 


Shoe production returns now place first six months’ 
totals at 305,036,000 pairs, according to NSMA esti- 
mate. This is only 5.5 million pairs below com- 
parative 1960 period although 22.9 million pairs 
below 1959 record pace. But the outlook for second 
half is for gradual acceleration with a minimum 
output of 310 million and good chance of 320 million 
pairs. Last year production tailed off into a poor 
286.6 million pairs during second half. Today, the 
coin is on the other side. 





RETAIL NEWS 





NSI stresses fall variety in silhouettes 
at ‘Press Week’ show for fashion editors 


The wide choice of silhouettes 
available for fall received top 
emphasis when the Nationa] Shoe 
Institute presented its semi-an- 
nual “Press Week” showing to 300 
of the country’s leading fashion 
editors July 9 in New York. 

“In the coming season,” said 
Alice Regensburg, fashion direc- 
tor for NSI, “no one look is 
allowed to do 24-hour duty. No one 
look is especially prized. Fashion 
nas developed a demanding, al- 
most insatiable appetite for va- 
riety.” 


The toe outlook—Mrs. Regens- 
burg called attention to the 
crescent toe and the wide range 
of shapes within the square toe 
category, from the tiny, nipped-off 
elongated square to the wide, 
flattened shapes. She also pointed 
out that the tapered toe is still 
a major fashion. It finds its best 
expression, she said, in evening 
shoes and is seen most often on 
a high, slender heel. 

Vogue magazine, Mrs. Regens- 
burg noted, will embrace the whole 
range of shoe fashions in its 
Aug. 15 issue under the theme 
“The Shoe a Woman Can’t Live 
Without.” 

Heel shapes also figured prom- 
inently in the NSI forecast, which 
reported that the broader toe 
shapes require a lowered thick- 
ened heel. The color forecast 
concentrated on the range of 
cedar browns, which will be stress- 
ed in Vogue; on the “no colors” 


such as mushroom and_ silver 
blond, and on the deepened gar- 
net and mulberry tones. 


Other categories—In the men’s 
field NSI reported that lighter, 
softer constructions combined with 
tapered lasts, slimmer soles and 
slightly raised heels constitute 
the major fashion news. Esquire 
magazine will feature the news 
in men’s shoes under the title 
“The Tapered Tip” in one of its 
fall issues. 

The commentary on children’s 
footwear described trends in girls’ 
toe and heel shapes, with oval and 
square toes and cowboy stacked 
heels newly important. NSI said 
boys’ slipons and lightweight con- 
structions continue to increase, 
with moccasin detailing and guan- 
tone stitching more important than 
ever. The promotion of slipons 
and other easy-on footwear, in- 
cluding those with elasticized 
toplines, will be supported ed- 
itorially by Parents’ Magazine in 
a fall issue. 


Footwear on display — While 
Mrs. Regensburg presented her 
commentary, an artist’s sketches 
of shoes illustrating her remarks 
appeared simultaneously on a 
large screen. Newsworthy exam- 
ples of men’s, women’s and chil- 
dren’s shoes were exhibited in 
lighted alcoves, and following the 
commentary the editors were 
given an opportunity to look 
closely at the shoes on display. 


LIA shows ‘Fall Shapes in Leather’ to visiting press 


Leather Industries of America 
displayed “Fall’s New Shapes in 
Leather” to 200 American and Ca- 
nadian fashion editors during a 
week-long open house ‘in New 
York in mid-July. 

Besides viewing leather foot- 
wear and accessories for fall, 


64 


each editor at the “Press Week” 
showing received a kit containing 
more than a dozen news stories 
and some 50 photographs. LIA 
prepared this material for use in 
women’s pages, shoe and fashion 
supplements and Sunday rotogra- 
vure sections. Stories were also 


hand-tailored for national colum- 
nists, newspaper syndicates and 
special fashion events on TV. 


“World of Leather’—A major 
part of LIA’s “World of Leather” 
exhibition, which attracted thou- 
sands of visitors to the recent 
Leather Show, was on view at 
LIA’s Fifth Avenue headquarters. 
The shoe section of the LIA dis- 
play was expanded to more than 
300 shoes covering every aspect of 
fall ’61 developments in silhou- 
ette, leather textures and colors, 
and style. 

Visiting editors saw the 50-pair 
display of spring 1962 shoes cre- 
ated by the 10 winners of LIA’s 
first annual “American Shoe De- 
signer Awards.” This collection 
has been booked into retail and 
department stores in many cities 
for promotion use. 


Variety in toes—Other exhibits 
demonstrated the variety avail- 
able in square, crescent and 
pointed toes for fall. Women’s 
shoes were grouped for color co- 
ordination, by occasion, and by 
style. New smooth, polished 
grained, lustre and patent leath- 
ers were shown, along with femi- 
nine footwear in crushed and 
shrunken grains and metallic 
colors. 


A broad selection of men’s 





St. Louis looks at toes 


Sook Ba ya So 
| 


To help clarify the current "toe situation,” 
Shoe Fashion Board of St. Louis supplied 
this sketch to metropolitan newspapers 
across the U. S. The accompanying release 
said: "The pointed-toe shoe is still out in 
front for dress wear . . . the square toe 
marks the new semi-tailored, young chic 
look . . . the crescent toe adds another 
look, long and tapered to a rounded tip." 
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leather slipons—for dress and 
casual wear—was exhibited, along 
with oxfords, moccasins and 
chukkas in every available leather 
texture and color. Exhibits of 
teenagers’ shoes and children’s 
footwear were featured, illustrat- 
ing new shapes and styles in a 
wide variety of leathers and 
colors. 

One hundred handbags were 
shown in exhibits coordinated with 
shoes. 


MARKETING 


Retailers list their big 
problems for second half 


What are retailers’ toughest 
problems for the second half of 
1961? 


The National Retail Merchants 
Assn.’s fall survey, which brought 
responses from more than 400 
member stores, revealed 11 key 
problems. In order of frequency 
of mention, they are: 


(1) The need for better and 
more adequately trained person- 
nel; (2) expense control; (3) com- 
petition from discounters, big 
stores and shopping centers; (4) 
additional wage costs from exten- 
sion of the federal minimum wage 
act; (5) the need for revitalizing 
of downtown areas. 


Also (6) unfair and deceptive 
advertising of competitors; (7) 
encroachment of the government 
in the affairs of retailers; (8) the 
need for better terms from manu- 
facturers; (9) the need for more 
markon; (10) the federal, state 
and local tax load, and (11) the 
accelerated trend toward more 
night and Sunday openings. 


Improved merchandising 
of children’s shoes urged 


Most independent retailers of 
children’s shoes need to step up 
their merchandising program to 
compete successfully against the 
chains and the newer discount de- 
partment stores. That’s the belief 
of Independent Shoemen, which 
tells “How to Merchandise Chil- 
dren’s Shoes” in the latest issue 
of its Operational Know-How se- 
ries for retailers. 

While the experienced merchant 
is well acquainted with accepted 
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techniques for selling children’s 
shoes at the fitting stool, 1.8. con- 
tends he is losing too many sales 
because of faulty merchandising. 

Frank T. Underhill, executive 
director of I.S., says: “Although 
careful fitting and personal serv- 
ice, added to a good knowledge of 
children’s foot problems, are still 
the prime factors in building up 
a children’s following, the average 
merchant must begin using mar- 
keting techniques he may have ne- 
glected until now. The spread of 
self-service, low-price shoe depart- 


ments has encouraged many par- 
ents to attempt to fit their chil- 
dren’s shoes while believing they 
are economizing.” 

This situation, Underhill claims, 
“threatens to de-emphasize the 
true importance of the children’s 
shoe specialist.” He calls for bet- 
ter promotion of style, plus a 
“complete merchandising program 
aimed at both parents and chil- 
dren.” 

Independent Shoemen, in _ its 
booklet, lists a seven-point pro- 
gram involving newspaper adver- 
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Model 1467 Black 
Semi-work oxford. Also 
available in Burgundy. 


The Shoe that sells on Sight 
to Garage and Service Station Men 


This J. W. Carter semi-work oxford has been deliberately 
built to fit the needs of garage and service station men. It 
has a sole and heel of oil-resisting Neoprene, corrugated to 
grip slippery surfaces firmly, and to stand up under continued 
exposure to oil and grease. It has a leather lining, a cushion 
insole and a built-up arch support for maximum comfort. 


J. W. Carter makes this oxford to sell at a popular price with 
a full markup to you. Stock it. Display it. Talk about it, and 
you'll do a real volume and a sure repeat business. 


For prices and complete details, see your 
Carter man or write direct. 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE 1, TENNESSEE 





OUR PRICES 
PRODUCE 


FAST SALES 
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WOMEN’S & 
CHILDREN’S 
SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





tising, direct mail, special promo- 
tions, contests, giveaways, com- 
munity promotion and store and 
window display. One idea stressed 
is the complete shoe wardrobe for 
the average child. I.S. advises use 
of this concept in seasonal selling 
programs covering back-to-school, 
camp and vacation, and National 
Foot Health Week. 


Lytton’s men’s section 
adopts university theme 


The men’s shoe department of 
Henry C. Lytton & Co., Chicago, 
has undergone an improvement pro- 
gram that puts a heavy accent on 
a university theme. 

Called the University Club de- 
partment, the unit extends along 
two sides of a balcony between the 
first and second floors. Floor-to- 
ceiling solid oak paneling has 
been installed along these sides. 
Along the paneling are seven pa- 
goda-topped, 10x6 ft. display racks 
with three downward-sloping trays 
in each display. Each rack holds 
about 18 pairs of shoes. 

Removable black lettering on the 
panel backdrop can be changed 
from time to time to provide one- 
line descriptions of current shoes. 





NEW DILUTER SET 


144 Colors from 48 Basic Dyes 


FREE 8-PAGE BOOKLET 
“How to Dye Fabric Shoes” 


EVERETT & BARRON COMPANY 
166 Valley St., Providence, R.1. 


del Fabric Dyes & 
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Two-tube fluorescent lights bathe 
each tray of shoes with a soft, 
muted light. 

Additional improvements to the 
department are beige and yellow 
padded chairs and foot stools to 
match. The stockroom area behind 
the paneling is completely hidden 
with the use of red drapes at each 
entrance. 

The remodeling has done much 
to attract shoppers from the main 
floor, since the improved _ illumi- 
nation of the pagoda racks can now 
be readily seen from the heavy- 
traffic area. Lytton has featured 
the improved department in promi- 
nent display ads in the daily 
papers. 


lll. innovation: separate 
store for clearances 


Shoe dealers in Chicago are 
watching the current trend of shoe 
store conversions to discount or 
self-service operation with consid- 
erable interest. 

A recent conversion to the dis- 
count field was the Central Boot- 
ery, 5542 Belmont Ave. This store, 
which features name brands, is in 
a lower-middle-class neighborhood. 

Of greater interest, however, 
was the action of Libby’s Shoe 
Store, Wheaton, IJl., in taking over 
a next-door store. Libby’s will op- 
erate this store in conjunction with 
the regular store. 

The town is an upper-income 
community where $30 shoes go 
well. It is the firm’s intention to 
use the new outlet for clearances: 
to move outsizes and outmoded 
styles on which prices can be cut. 
The unit is self-service and fea- 
tures name brands. It has three 
floors: a basement for children’s, 


first floor for men’s and women’s, 
and second floor for stock. 

Local shoemen are particularly 
interested in this setup since it re- 
lieves the shoe dealer of the head- 
ache of running clearances in the 
main store. 


RETAIL EXPANSION 
New self-service chain 


The first outlet of a chain of new 
department stores to be known as 
Majors is opening in Pasadena, 
Tex., a suburb of Houston, at a cost 
of more than $2 million. Majors 
will. be a low-margin, self-service 
and limited-service operation that 
will feature ‘fashion, quality and 
price.” 

The shoe department, a family 
operation, will be self-service and 
there will be self-service racks in 
all Majors stores. But clerks will 
be on hand to help service the cus- 
tomers. 

In the new Majors stores stress 
will be placed on medium to better- 
priced merchandise. It is estimated 
that the firm will handle 7 to 8 
million dollars worth of merchan- 
dise per year. Majors will be an af- 
filiate of Leonard’s department 
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stores, Houston, and will have its 
own buyer-merchandisers who will 
have full authority. 

Plans call for two more similar 
Majors stores to open in the Hous- 
ton-Harris County area of Texas 
soon. Leo Glassman is shoe de- 
partment buyer for Leonard’s and 
Majors department stores. 

e 7 om 


The Bazaar, a new department 
store, will open in the former 
Montgomery Ward building in 
Huntington, W. Va., in September 
after a $150,000 renovation. Shoe 
Corp. of America, Columbus, 0O., 
will own and operate the store. 

e e e 

Lit Bros., Philadelphia depart- 
ment store firm, is building a 
“twig” unit—a family shoe store 
—in suburban Delaware Town- 
ship, N. J. It will open in Sep- 
tember. 

so eo ° 

The Family Store, Greenville, 
R. I., has increased its shoe opera- 
tion from three chairs, mainly for 
infants, to a complete family de- 
partment with 18 chairs. The en- 
larged section has gone over so 
well that, come next fall, it will 
be almost doubled in size. The 
added space will be used mainly 
for women’s and men’s footwear. 

s 7 o 

Berg’s Junior Shoes, Spokane, 
Wash., is opening its fourth out- 
let in the new Shadle Center 
shopping development at Welles- 
ley and Alberta, early in the fall. 
The store will have a “children 
only” entrance measuring 2x4 ft. 
The firm is owned and operated 
by Mrs. Marguerite Berg and her 
son Jack. 

oo ” - 

Bernard’s Shoes in Oklahoma 
City, traditionally a women’s shoe 
store, is adding men’s lines. Store 
Manager Jack Farris said the firm 
is doubling its floor space with the 
addition of a building just to the 
east of the present downtown 
store. 


SHOE SHOWS 
Canadian Fair scheduled 


Registration gets underway this 
month for the annual Canadian 
Shoe & Leather Fair, to be held 
Oct. 1-4 at the Sheraton Mt. Royal 
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Hotel, Montreal. Show officials say 
they expect the response to exceed 
that of last year, when 3,000 dele- 
gates and 200 exhibitors were on 
hand. 

An industry breakfast is set for 
Monday, Oct. 2, to be followed on 
the following morning by associa- 
tion meetings. A dinner and dance 
are planned for Oct. 5. 

Sponsor of the Fair is the Can- 
adian Shoe and Leather Council, 
with C. K. Herz as chairman. 


LITIGATION 


Mail-order firm’s shoes 
don’t fulfill ads: FTC 


The Federal Trade Commission 
has filed charges of misbranding 
and false advertising against a 
Hollywood, Calif., mail-order opera- 
tion which allegedly sprinkles well 
known brand names through its ads 
but doesn’t deliver any of the 
brands listed. 

The firm operates under the 
names Transair, Inc., and Pruden- 
tial Manufacturing, Inc., at 1085 N. 
Oxford St., Hollywood, the govern- 
ment said. Morris Kaplan is an 
officer of both. 

Also named in the complaint 
were two New York advertising 
agencies, The Blackwood Co. and 
the Barilen Corp. 

Kaplan could not be reached for 
comment. A woman spokesman for 


the Hollywood firm, reached 
through a referral from a telephone 
answering service, refused to com- 
ment. 

FTC said in its complaint that 
the following is a typical “illegal” 
ad: 

“Grab Bag Fantasy! Values to 
$39.95 each! Three pairs brand- 
new shoes. Each pair different. 
Only $9.95 for all three pairs. This 
is probably the maddest sale of 
dress shoes of all time—and very 
likely the most fantastic bargain 
you'll ever get. . . . Remember each 
pair of shoes is brand new... .” 
(Then come illustrations of wom- 
en’s_ late-style shoes with such 
brand names as I. Miller, Palizzio, 
Delman, DeLiso Debs, etc.) 

The government said the shoes 
actually sold are not any of the 
brands listed. And, the FTC adds, 
customers wanting their money 
back have a hard time getting it 
although the companies offer in 
their ads to refund “every penny” 
if the customer is not “100 per 
cent satisfied.” 

In Los Angeles, the local Better 
Business Bureau said it had re- 
ceived “hundreds of complaints” 
from throughout the U. S. about 
Kaplan’s business activities. He has 
operated largely in the fields of 
women’s lingerie and underwear, 
the Bureau said, but has handled 
an assortment of other merchan- 
dise and has apparently moved into 
women’s footwear in recent months. 





EDUCATION 


Five manufacturers represented on college panel 


‘Joining in manufacturers’ panel during Prescription Footwear Application course at 


Ball State Teachers College, Muncie, Ind., were (from left) George Utley, vice-president 
of Irving Drew Corp.; O. B. Heaton, sales representative for Gerberich-Payne Shoe Co.; 
Don P. Younger, representative of Herbst Shoe Mfg. Co.; P. W. Humphries, representative 


of Pied Piper Shoe 


Co., and Gerry Allard, representative of Brockton Boot & 


Shoe Co. 


Some 22 shoemen completed the course, given in cooperation with Certified Prescription 
Footwear Applicators, Sherman, Tex., a retail organization. It was intended to prepare 
the students to apply functional footwear and fill prescriptions from doctors. 
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ISCO and Genesco price 
increases signal a trend 


Prices are heading upward, some now and some in Sep- 
tember. But the movement isn’t general: Brown Shoe is 
a major exception. Many producers approve of the trend 


but hesitate to join it. 


International Shoe Co.’s late- 
June announcement of a general 
though selective price increase 
has set the pace for a round of 
increases in the industry, some 
now and some when spring lines 
are introduced. 

Though rising prices are wide- 
spread, however, the exceptions 
are many. The nation’s No. 2 man- 
ufacturer, Brown Shoe Co., “is 
not contemplating any price in- 
crease,” according to Louis J. 
Schaefer, executive vice-president, 
sales. Endicott Johnson Corp., 
through its vice-president for sales 
and marketing, P. J. Casella, said 
recently that price increases had 
been under discussion but studies 
would continue before any action 
was taken. 


More to come—Genesco, Inc., 
on the other hand, said it had in- 
creased some prices on selected 
shoes by varying amounts ranging 
from 1% to 6 per cent per pair. 
And it considers other increases 
likely for the spring selling season. 

Elsewhere, manufacturers’ pric- 
ing plans were varied. Some said 
no increases were in sight. Some, 
hesitant to change prices in mid- 
season, were reviewing their pro- 
duction costs and deliberating 
whether to raise prices at Na- 
tional Shoe Fair time in Sep- 
tember. 

Why higher prices? Most manu- 
facturers told why in two words: 
“profit squeeze.” And this squeeze, 
they said, is due mainly to rising 
costs of materials such as leather. 


Gradual increase ahead—What’s 
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ahead? Genesco’s Ben Willingham 
went so far as to predict: “Con- 
sidering the general recovery of 
the economy plus the specific in- 
creases in material costs would 
seem to indicate that we could 
expect a steady but gradual in- 
crease in the price level of shoes 
on a continuing basis from this 
time on and through the next 12 
to 15 months.” 


ISCO awaits effective date—In- 
ternational Shoe’s “upward price 
adjustment” becomes effective 
July 17. Orders received before 
that time are being billed at the 
old prices. Henry H. Rand, presi- 
dent, emphasized that the increase 
is not the across-the-board kind. 
Said he, “We are repricing our shoes 
individually and I can’t give an 
overall percentage of increase.” 
The increase applies similarly to 
men’s, women’s and children’s 
lines, Rand added. 

ISCO made its announcement 
simultaneously with issuance of 
its statement of first-half earn- 
ings. Rand said the company ex- 
pects its net profits per share for 
the first six months (ended May 
31) to be less than half the figure 
for the same period of 1960. 

Although he attributed the re- 
duced earnings partly to reduced 
volume, he said they resulted more 
from a squeeze on price margins. 
And this, he related, resulted from 
tightening material costs plus the 
expenses incurred in the final 
phases of an ambitious retail ex- 
pansion program. 


Effects of increases?—ISCO’s 


president said he doubted that the 
company’s increases would have 
“any appreciable effect” on retail 
price brackets for fall. 

At Genesco, meanwhile, Presi- 
dent Willingham said the selec- 
tive increases, effective July 7, 
had affected only “a relatively 
small number of items.” He added 
that, despite the increases, the 
general price level of Genesco 
shoes was “somewhat beneath that 
of a year ago,” as a result of de- 
clining prices over the last 15 
months. 

“It has been our policy not to 
adjust prices drastically but to 
try to average commitments and 
inventory to have as stable a pric- 
ing policy as possible,” Willing- 
ham said. “However, the gradual 
continuing upward pressures on 
the material markets have grad- 
ually reached a point where some 
upward prices are needed. Further 
than this, we feel certain that 
there will be additional price in- 
creases going into the spring 
season.” 


Other opinion—In the rest of 
the industry, this was the story: 

In St. Louis, Gene Frenzel, an 
executive of Tobin-Hamilton Co., 
Inc., said, “We are not at this 
point doing anything about in- 
creasing prices. We are, however, 
considering ahead to a few weeks 
from now. The new wage and hour 
law and its effects on the profit 
squeeze are still an unknown fac- 
tor. After it is in effect for a few 
weeks, we can better assess the 
need for upping prices. It won’t 
be a blanket increase but rather 
spot increases on pairs that are 
running right at the line now.” 


“Not at present” — McLeod 
Stephens, president of Johnson, 
Stephens & Shinkle Shoe Co., said, 
“We’re not going up at the present 
time. Prices on fall shoes will hold 
at established levels. Our spring 
price schedule is undetermined.” 

Other Missouri area producers 
hesitated to say anything right 
away, usually on the grounds that 
“we don’t know yet ourselves.” 
They were in the process of deter- 
mining future costs of labor and 
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materials and reviewing their 
overall situations, with a possible 
increase in the offing. 


New England outlook—Repre- 
sentative New England manufac- 
turers had varying reactions. A 
men’s high-grade producer said 
a price increase has been threat- 
ening, if not imminent, for some 
time. But this firm was waiting to 
see what other companies did be- 
fore taking any action. 

A children’s manufacturer said 
he too was watching and waiting. 
He planned no immediate increase 
and thought it too early to price 
spring ’62 lines. He seemed content 
to let the big companies do the 
bellringing while he weighed the 
results. 

A leading high-style women’s 
manufacturer reported no deci- 
sion as yet to raise prices. He felt 
fall prices would remain steady, 
while market conditions over the 
next few months would decide 
whether spring sees an increase. 

In short, most manufacturers 
agreed with the wisdom of higher 
prices but declined to be among 
the leaders in the movement. 


Weinbrenner joins movement— 
In the Milwaukee area, manufac- 
turers felt that the International- 
Genesco increases had set the pace 
and that others would follow suit. 
Price increases, company spokes- 
men agreed, are warranted be- 
cause of climbing raw material 
costs and can be anticipated for 
most, perhaps all, men’s lines in 
the next few months. 

Brown Trexler, sales manager 
of Weinbrenner division of Tex- 
tron, Inc., said his company was 
making price increases effective 
July 14. They average 2 to 3 per 
cent, selectively, on fall shoes. Ac- 
cording to Trexler, dealers’ stocks 
are low and in need of replenish- 
ment. So a slight upward price ad- 
justment won’t hamper fall busi- 
ness, he contended. 


Several manufacturers who 
hadn’t yet acted claimed that their 
ultimate decision would hinge on 
the leather situation and the fall 
economic outlook. 


New York comments — New 
York area manufacturers, mean- 
while, seemed in some cases un- 
concerned about the price situa- 


tion and in others had not yet 
gotten around to taking action. 

An exception was Fred Diamant, 
president of Desco Shoe Corp., 
a maker of women’s casuals, who 
said no increase was contemplated 
but added, “We might re-examine 
our position if the leather mar- 
ket rises as in the last few weeks.” 
He said the new minimum wage 
legislation might have an effect 
on wages in Desco factories when 
a new contract is negotiated in 
September. But any increase would 
not be across-the-board. 

A spokesman for Julius Alt- 
schul, Inc., a children’s manufac- 
turer, said recently that the mat- 
ter of a price increase had not yet 
been considered, and a _ spokes- 
man for Andrew Geller, Inc., said, 
“We haven’t made any plans yet.” 

At Golo Footwear, President 
Arthur Samuels said no increase 
was planned “at this time” but 
didn’t rule out a future hike. At 
Palizzio, Inc., Stanford Shapiro, 
merchandising manager, said, 
“We are definitely not planning 
a price increase. We didn’t do it 
last year and we’re not going 
to this year.” 





We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 
on fine shoes, 
bought direct 


shoe stores, 
drive-ins 


| pm 


ELK 


MAJORETTE BOOT 


Now Available In Both 


VINYL 


and 


No. 6020 


Top-grade White Elk 
Uppers in Gotham’s 
“Famous Number”’ 
Majorette Boot 
known for style and 


and 
shoe 
promotion 
buyers 


from the best 

known makers 
are in line with 
our nationwide rugged wear. 


reputation Suggested Retail 


for values! 95 
Sizes 4-10 


~ 


White 

domestic Vinyl uppers 

in rugged “federan” 

. .. @ product thoroughly 
proven by actual wear 
tests on thousands 

of marching feet. 

Easily cleaned with 

damp cloth and soap. 
Suggested Retail $7.50 


Open a Cancellation Shoe Store in Your Town 
wa a8 Sizes 4-10 


Our New Store Consultants Will Help You 
Set Up a Profitable Operation 


Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
1215 Washington Ave. Saint Lovis 3, Mo. 
Sample Rooms: Los Angeles + New York 


BOTH NUMBERS—Durable Littleway construction, water-repellent 
soles and regulation majorette heels. Felt-lined cuff avoids chafed 
legs. Goodyear Stitched Children’s Sizes also available. 


» YOU CAN DEPEND ON GP ATHLETIC FOOTWEAR 


GOTHAM SHOE MFG. Co., Inc. Binghamton, N. Y. 
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ls import-beset industry forgetting merits of US-made shoes? | 


Are American shoe manufacturers and tanners, 
awed by the rise of imported goods, too modest in 
presenting their own sales pitch to the public? 

Clayton F. Van Pelt, president of Fred Rueping 
Leather Co., Fond du Lac, Wis., is sure they are. At 
last month’s NSMA-TCA breakfast meeting in New 
York, he spoke in strong, positive terms of the need 


. . . The time has come when this 
entire industry, shoe manufacturers 
and tanners, can and must begin tak- 
ing pride in the American label; and 
we, who can be genuinely proud of 
our accomplishments, must undertake 
a great campaign. It will be a cam- 
paign to make certain that consumers 
of this country know and understand 
the superiority of American shoes and 
leather. It will be a campaign to make 
certain that the import label is re- 
spected only for its merits and not 
for its origin. ... 

No nation has a monopoly in crea- 
tive design or efficient production. But 
I think all of us have become weary 
of the constant and unjustified em- 
phasis on imported products for mer- 
chandising purposes. . . . We have 
allowed an image to grow in our 
midst of foreign products represent- 
ing innovation and initiative in design 
and even in quality. 

« 

It is my opinion that such claims 
and assertions are all too frequently 
an effort to gild the hard truths of 
unfair competition from aboard... . 

In the leather industry, every 
great technical and merchandising 
breakthrough of the past decade has 


MARKETING 


Which markets offer 
greatest opportunity? 


The shoe industry’s big gains 
in the next few years should oc- 
cur in the teenage, senior citizen, 
recreational and leisure-time seg- 
ments of the market. That’s the 
prediction of Murray Shields, a 
nationally known economic consul- 
tant, who addressed the NSMA- 
TCA breakfast meeting in New 
York. 

Shields, a partner in MacKay- 
Shields Associates, Inc., New York, 
said studies of the economy sug- 
gest that Americans are engaged 
in “a major upgrading in their 
purchases of footwear with ever 
more emphasis on style, quality 
and sophistication.” 

The nation is undergoing “revo* 
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sented here: 


originated right here in the United 
States. We have pioneered and per- 
fected the leather textures and the 
tannages which have armed the shoe 
business with a great range of sales 
appeal and have given to consumers 
a huge diversity of style in shoes for 
the masses. Again and again I have 
noted that new developments in the 
United States are taken abroad and 
then exported back to us as a work 
of foreign genius... . 
. 

[In the shoe industry] we produce 
more than 600 million pairs annually. 
Our per capita shoe consumption is 
by far the highest in the world. 
American shoe manufacturers matter- 
of-factly create value in performance, 
in quality and in a great range of 
style for 180 million consumers, and 
it is value on a scale unmatched any- 
where else in the world. Is _ that 
achievement merchandised in our own 
market as it deserves to be? ... 

I am proposing that we undertake 
to give the term “Made in America” 
the importance and the selling power 
to match the value of our products. 

. . We want American shoes with 
American leathers to be recognized 
for the outstanding products that they 


lutionary changes” in age distribu- 
tion, income status and geographi- 
cal distribution of population, 
Shields said, and business must 
adapt to this situation. Some cur- 
rent trends, as he listed them: 

® The fast-growing white collar 
segment of the work force now 
exceeds the blue collar group, 
which is declining sharply. ° 
_ ©@-The number of teenagers will 
increase almost 30 per cent in 
1960-65, while the number of sen- 
ior citizens will increase 12 per 
cent. The number of people in 
their thirties will decline during 
the decade. 

® During the 1960s the number 
of families in income brackets up 
to $10,000 a year will decline. By 
1970 the biggest market will be 
among families in the $10,000- 
15,000 bracket. 

© Léisure-time and recreational 


for a “great campaign” stressing the “superiority 
of American shoes and leather.” While he acknowl- 
edged the necessity of appeals to Washington for 
import relief, he emphasized the importance of “act- 
ing on our own behalf.” 

Some excerpts from Van Pelt’s address are pre- 





ee 

I am in no sense suggesting that | 
we adopt an unfair competitive tactic | 
or that U. S. shoes and leather be 
preferred solely because they are do- 
mestically produced. What I am pro- 
posing is that the scales be once again 
balanced, that exaggerated emphasis 
on the import label be shrunk to 
proper proportions and, more than 
anything else, that the merit and 
value of American-made goods be 
recognized and acknowledged. 

@ 

The tanning industry has made a 
beginning in this endeavor through 
our advertising and public relations 
organization [Leather Industries of 
America]. We believe it vital to make 
consumers aware that shoes made in 
America of American leathers lead 
the world in value and comfort, in 
refinement of design and manufac- 
ture. In my opinion the common prob- 
lem confronting us in the leather and 
shoe industries has brought us to a 
point in history where we must join 
forces and pool our strength. If we 
do that we shall go a long way toward 
meeting the challenge of imports with 
an aggressive and productive mer- 
chandising response. 


spending will place all industries 
associated with these activities 
near the top among the growth in- 
dustries of the ’60s. 


Promote ‘good-fitting’ 
shoes, Schaefer urges 

“I think it’s about time that we 
quit overemphasizing what is con- 


sidered high-style and let the pub- 
lic know what great values there 


are, in stores, in good-fitting 
shoes.” 

This belief was voiced by Louis 
J. Schaefer, executive vice-presi- 
dent, sales, of Brown Shoe Co., at 
the recent NSMA-TCA breakfast 
in New York. 

“We face a grave sales prob- 
lem,” Schaefer said, “and I think 
the public is quite confused. I 
feel they have been ‘needled’ to 
death.” The industry, he claimed, 
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is losing sales because it is ‘‘shout- 
ing to the skies about how narrow 
we are making shoes.” He mention- 
ed newspaper columnists’ recent 
attacks on footwear styling and he 
said shoemen “had better take 
note.” 

Sounding a cheer for “good, bas- 
ic-fitting shoes,” the Brown Shoe 
executive said, “Women should not 
be made to feel they are ‘old hat’ 
simply because they prefer shoes 
that more nearly conform to the 
shape of the feet—that assure bet- 
ter fit.” 

Schaefer said he isn’t opposed to 
orderly obsolescence, but he added 
gloomily, ‘“We’ve got squares and 
crescents and the stores haven’t 
even sold the ‘needle’ yet.” 

“IT don’t think the record of this 
industry is too good for the past 
few seasons,” Schaefer declared. 
“I think that we have overempha- 
sized the ‘fringe’ situation in this 
business, and have scared the pub- 
lic from getting into shoe stores.” 

Schaefer called, too, for greater 
support of the National Shoe In- 
stitute, the industry’s promotional 
arm. He said NSI’s limited budget 
is “appalling.” 


Avery to act as broker 


The Dan Avery Associates Sales 
Co., Sharon, Mass., manufacturers’ 
agent in the eastern states, has 
added a shoe department with 
plans to represent shoe manufac- 
turers on a brokerage basis. Its 
operations will be similar to those 
of brokers in the food, wine and 
liquor industries, who handle sales, 
promotion and merchandising, ex- 
plained Daniel D. Avery, Jr., pres- 
ident and general manager. 


FINANCIAL 


ISCO 6-mo. earnings 
plunge as sales decline 


International Shoe Co. sales in 
the first half, ended May 31, de- 
clined about 4 per cent, from al- 
most $148 million to $142 million. 
President Henry H. Rand reported 
the decrease in an address to the 
New York Society of Security Ana- 
lysts in New York City. 

Rand said ISCO expects consoli- 
dated net earnings for the six- 
month period to amount to 67¢ per 
common share, less than half the 


$1.41 per share for the correspond- 
ing months of last year. Profits 
were far below expectations, Rand 
noted. 

What’s the outlook for the bal- 
ance of the fiscal year? Rand said 
the company may match the $148 
million sales figure of the closing 
six months of fiscal 1960. This 
would mean an annual sales volume 
of $290 million compared with 
$296.7 million last year. 


U. S. Shoe ahead for half 


United States Shoe Corp., Cin- 
cinnati, and subsidiaries showed 
slight gains in sales and net income 











BALLET SLIPPERS 


ACROBATIC SANDALS 


Best of quality at factory prices. Send for 
samples. All sizes and colors available, 
also men’s sizes in the Sandals. You can 
order sizes you want. (We started mfg. 
shoes in 1945). 


HOLLYWOOD PRODUCTS, INC. 


COLUMBUS 15, O. (Factory) 

















stiheedina’ ead’ 


SQUARE 
DANCE 


@ Soft glove leather 
@ Colorful print lining 


@ 45” lace elasticized binding 
for snug fit 


@ Flexible chrome sole 
@ Built-in wedge 
@ Outside oak leather lift 


@ Black, white, red 
(Pink and blue to order) 


@ Sizes 4-10 Mediums; 





insulation, 


ACTIVE CHILDREN DEMAND 
THE BEST FOOT PROTECTION 


Kee-Bee flexible leather insole material is 
the answer. Extensive tests conducted by a 
leading independent laboratory point out 
that only leather has the best qualities for 
breathing 2 and comfort. 


There's nothing like... 7 


For Complimentary 
Pair of Insoles and 
Digest of Research 


_ 5-10 Narrow 


$935 PAIR 


Net F.0.B., Boston 


FLEXIBLE LEATHER INSOLES 
SN So” CO’ 


Report, Please write: we, -" 


-—— 


C. D. KEPNER LEATHER COMPANY 
179 SOUTH STREET 


BERNED SHOE CO. + 207 ESSEX ST., BOSTON 10, MASS. scsvanl 1), MASEACIANETIS 
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WINDSOR Styles for Men, selected for 
his own wardrobe by PAT BOONE, 
chosen one of America’s 10 Best- 


QUALITY 
SHOES 


that you can 
sell at a 
L-O-N-G 
MARK-UP 


wt 


For Catalog 


or Salesman’s Call, write 


Dressed Men by the National 
Fashion Academy. 


ILLUSTRATED #5879: 

The Pointed Toe Bal SLIP-ON 
with stretch top and perfo- 
rated and stitched design in 
the grand Italian manner. 
Black only, 

Sizes 61% to 12 

(no 11%) in C and D. 


IN-STOCK, as are all 
WINDSOR STYLES 


ROYAL CADET FOOTWEAR Lowell, Massachusetts 





for the six months ended May 31, 
in comparison with the same period 
a year ago. 

Sales rose from $26,140,741 to 
$26,150,739. Profits increased from 
$1,542,466 (or $1.36 a share) to 
$1,561,116 (or $1.38 a share). Both 
figures, however, were well below 
1959 levels. 


The company said advance 
bookings in all divisions are 
“quite satisfactory and should 
again insure full production for 


the fall season.” 


PROMOTION 


‘Dear Abby’ campaign 
spurs Enna Jettick sales 


Sales increases reported to be as 
high as 50 per cent were produced 
by the first group of retailers who 
participated in the recent “Dear 
Abby” newspaper promotion of 
Enna Jettick shoes. 

John Lane, advertising manager 
of the Auburn, N. Y., concern, a 
division of Dunn and McCarthy, 
Inc., said the promotion was “one 
of the most successful we’ve ever 
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had.” He would not disclose the 
number of replies the campaign 
had produced, but he said one 
store, where dollar sales of Enna 
Jettick shoes account for 60 per 
cent of volume, increased its sales 
of the line by $1,000 per week. In 
another store, dollar sales of the 
line increased over 42 per cent dur- 
ing the three weeks of the cam- 
paign. 

The campaign, which ran until 
June 23 in all cities of 100,000 pop- 
ulation or more where newspapers 
carry the “Dear Abby” column, 
was initiated after the columnist, 
Abigail Van Buren, had complained 
about extremely pointed shoes. She 
asked women who agreed with her 
to write and say so. 


The ads, which appeared near the 
“Dear Abby” column, depicted the 
Enna Jettick line as combining 
both fashion and comfort. Lane 
said this was the first time Miss 
Van Buren had allowed her column 
to be tied in with an advertising 
campaign. He also said that once 
the interest in the “Dear Abby” 
shoe column had decreased, Enna 
Jettick would not repeat the cam- 
paign but would continue to stress 


the theme of fashion combined 
with comfort. 


FASHION 


Goodrich opens design 
center, signs Simonetta 


Prominent Italian designer Si- 
monetta has been signed to create 
a new line of women’s high-style 
casuals for B. F. Goodrich Foot- 
wear Products, Watertown, Mass. 

The B. F. Goodrich Co., parent 
firm of the Watertown operation, 
has set up a new design center in 
New York, at 300 Park Ave., for 
the designing, styling and packag- 
ing of Goodrich products in the 
footwear field and other industries. 

James D. Floria, recently named 
director of design, said, “We are 
completely revising our company’s 
whole concept of design philosophy. 
This will include styling, packag- 
ing, retail store architecture and 
interior design—everything down 
to the company’s brochures and 
letterhead.” 

Consultant designers will be re- 
tained for special assignments to 
restyle various items. 
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QUALITY 
SHOES 
that you can 


The ROMA LACE-STITCHED Pointed 
Toe Moccasin Oxford — light, lean and 
tapered, with custom-look. Made on 


new, exclusive, GRADE-OMETER 
measured LASTS for superb-fit. 


ILLUSTRATED, #1881/3881: 
superbly detailed with genuine 
Leather Quarter-Linings, Grain 
LEATHER Insoles, NEOLITE 
Outersoles. Goodyear Welt 
Construction. 

#1881 in Black — 

21%, to 6, B-C-D 


#3881 in Black — 
614 to 12, C-D(no 111%) 


IN-STOCK, as are all 
ROYAL CADET Styles 








sell at a 
L-O-N-G 
MARK-UP 


For Catalog or Salesman’s Call, write 


ROYAL CADET FOOTWEAR Lowell, Massachusetts 








PRODUCTION 


First-half output down 
2%, estimates indicate 


Total footwear production in the 
first half of 1961 probably ran less 
than 2 per cent behind the total 
for the same months last year. 

In May, for the first time this 
year, monthly output topped 1960— 
if only slightly. The U. S. Census 
Bureau’s preliminary estimate of 
May production was 48.8 million 
pairs, up from 48.6 million in May 
60. 

Meanwhile the National Shoe 
Manufacturers Assn. predicted that 
June output would reach 50.6 mil- 
lion pairs, an increase of 1.4 per 
cent. 

On the basis of these figures, six- 
month output should have totaled 
305 million pairs versus 310.8 mil- 
lion in the first half of last year. 


Gigi moves to Penna. 


Gigi Footwear, Inc., has moved 
from Brooklyn into a new plant 
with 30,000 sq. ft. of floor space 
at Carmichaels, Pa. The firm will 
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eventually employ 350 persons in 
making women’s footwear. 


Georgia Shoe Mfg. plant 
reaches 3,000 prs. a day 


For the first time since Georgia 
Shoe Manufacturing Co. began 
using the vulcanizing process for 
some of its lines of work and hunt- 
ing boots and sport shoes, produc- 
tion has reached 3,000 pairs a day 
at its Baxter, Tenn., factory. The 
plant opened three years ago. 

Sam Perling, president, said in- 
stallation of a new Bambery mix- 
ing well will enable the firm to 
produce 4,000 pairs daily. Perling 
said there is a backlog of orders. 

The increased output will make 
Georgia Shoe one of the five larg- 
est producers of vulcanized leather 
boots and shoes in the _ world, 
Perling stated. 


Empire makes Bonwelts 


Empire Shoe Co., Elizabethtown, 
Pa., a maker of men’s and boys’ 
footwear for chain stores, has in- 
stalled a new section in its factory 
to produce Bonwelt shoes. The in- 


stallation will have a daily capacity 
of 1,500 pairs. 


EXPANSION 


Dorson-Fleisher plant 
employs natural lighting 


The new Dorson-Fleisher, Inc., 
shoe factory being built in Man- 
chester, N. H., features an interior 
bathed in softly diffused natural 
sunlight, and is completely air con- 
ditioned. 


Seven thousand sq. ft. of trans- 
lucent wall panels have been in- 
stalled, with each translucent sec- 
tion having a color block to add 
interest and _ distinction. 

Greatly increased production and 
an increase of 100-150 in the labor 
force is expected. Dorson-Fleisher 
plans to move to the new plant 
about Sept. 1. 


Bristol builds addition 


Bristol Manufacturing Corp., 
Bristol, R. I., is building a 15,475- 
sq. ft. addition to provide needed 
manufacturing space. The com- 
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WOM TWO FAST-SELLING 
the shoe with the magic cushion STYLES TO BUILD 


YOUR PROFITS 


Here’s fit...style... comfort 
at prices to make you money! 


OUR FASTEST SELLING STYLE, with the fit 
that brings customers back, in black elasti- 
cized kid, black patent, plug and tongue, 
47 last, 14/8 Cuban heel, rubber top lift. 
Sized AAAA, 5-11; AAA, 5-11; AA, 5-11; 
A, 5-11; B, 4-11; C 4%-11; D, 5-11; 
E, 5-11; EE, 5-10, all IN-STOCK. A wrap- 
up at $6.35 to retail at $10.95 with long #777X 


mark-up! BANNER 


Unexcelled comfort and fit! Black elasti- 
cized calf, 14/8 Cuban heel, rubber top 
lift, 47 last. Sized AAA, 7-10; AA, 7-11; 
A, 7-11; B, 5-11; CG 6-11; D, 6-11, all 
IN-STOCK. Here’s sure profit at $6.50 to 


+376T retail at $10.95 with long mark-up! 


TRANSIT 


Write for IN-STOCK catalog! The P. HAGERTY SHOE CO. 
“73 Years of Fine Shoe Craftsmanship” WASHINGTON C. H., OHIO 





FIRST FOR QUALITY— 
fit—style leadership 


sizes for boys of all ages 


Look to Brooks for “young” ideas in shoes for 

active boys — with sturdy construction that 

means steady repeat business. Brooks shoes 
represent OUTSTANDING VALUES 
with EXTRA MARK-UP for EXTRA 
PROFIT! Many styles have size runs 
1-3; 34-7; 74-9, with widths A through 
E, to retail at $6.95 to $8.95. 


See the amazing new FLEX-LITE shoes 
LIGHTWEIGHT — FLEXIBLE — STURDY 
The 
GUANTONE 
#8403 — High- 
lighted new brown 
Guantone-stitch Blucher 
oxford, smart and dressy, Savoy last, Also in black as 
—: IN-STOCK, B, C, D, 3-7, to retail profitably at 
7.95. 


Write today for FREE IN-STOCK catalog! — 


THE WILLIAM BROOKS SHOE CO. — NELSONVILLE, OHIO 
“World's largest independent manufacturer of boys’ welt shoes” 





pany, which makes fabric and 
waterproof footwear, expects to 
occupy the concrete block and steel 
structure in October. It will be 
used primarily to expand making 
and packing operations. 

Board Chairman Maurice C. 
Smith, Jr., turned the first spade- 
ful of earth at recent groundbreak- 
ing ceremonies. 


Cambridge moves office 


The Chicago branch of Cam- 
bridge Rubber Sales Corp., Cam- 
bridge, Mass., on July 1 opened 
new and larger quarters at 4929 
North Damen Ave., Chicago 26. 


ORGANIZATIONS 
Named by Canada group 


The Shoe Manufacturers’ Assn. 
of Canada has ;, : 
named Jean - Guy 
Maheu executive 
vice-president, re- 
placing Pierre 
Brouillet, now 
general manager 
of Faber Shoe E 
Co., Ltd., Quebec g 
City. 

Maheu was for- 
merly executive 
secretary of the JEAN-GUY MAHEU 
Province of Quebec Milk Dealers’ 
Assn. for four years. He holds a 
master’s degree in accounting. 


‘210’ St. Louis tourney 


The seventh annual St. Louis 
golf tournament sponsored by The 
210 Associates, Inc., industry phil- 
anthropic foundation, will be held 
Aug. 15 at Norwood Hills Country 
Club. Regional chairmen Gene 
Frenzel, of Tobin-Hamilton Co., 
Inc., and Barney Labowitz, of Edi- 
son Brothers Stores, Inc., point out 
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that both “210” members and non- 
members are welcome. A full day 
is planned, including golf, bridge, 
gin rummy, swimming and a ban- 
quet. 


LABOR 


5¢ raise at McElwain 


The 3,000 Manchester and Nash- 
ua, N. H., employees of J. F. Mc- 
Elwain Co. have a new two-year 
contract, providing for a 5¢-an- 
hour pay increase effective as of 
July 1, and fringe benefits. The 
pact, which expires March 31, 1963, 
also provides for a modified union 
shop. The previous contract ex- 
pired last March 31 but contained 
an automatic continuity clause. 


Haverhill has 2 weeks off 


More than 5,000 shoe workers in 
Haverhill, Mass., have been enjoy- 
ing their first vacation of two suc- 
cessive weeks since 1958. All union 
factories in the city closed June 30 
to July 17. The two-week vacation 
was called for in a two-year con- 
tract negotiated last December. 


Shoe manufacturing’s biggest unions, 
BSWU and USWA, call merger inevitable 


By VANCE CLARK 


A merger of the Boot and Shoe 
Workers’ Union and the United 
Shoe Workers of America (both 
AFL-CIO) is now regarded by 
both as inevitable. When it will be 
consummated is unknown, but the 
two unions—the shoe manufactur- 
ing industry’s biggest—are ex- 
pected to begin earnest negotia- 
tions soon. 

Both George Fecteau, president 
of the USWA, and John E. Mara, 
president of the BSWU, expressed 
belief in the inevitability of the 
merger, during the recent BSWU 
convention in Cincinnati. 


“Big job to do”’—“*A merger 
would benefit members of both 
unions and the industry as a 
whole,” said Fecteau. “We’ve got 
a big job to do and we can do it 
better together.” Prior to his talk 
the delegates, who represented 
some 50,000 workers, had voted 


to resume negotiations on the mer- 
ger. Their resolution said a single 
shoe union “can provide a bulwark 
against the constant erosion of 
our gains and craftsmanship.” 

Indications were that a linking 
of the two unions—which would 
bring together upwards of 100,000 
workers—was as close as it had 
ever been since talks were first 
opened four years ago. 


Resolutions differ— A BSWU 
spokesman noted, however, that 
his group’s resolution differed 
substantially from one adopted 
by USWA: BSWU has invited all 
shoe workers’ unions to merge, not 
just the big two. 

Previous merger negotiations 
between BSWU and USWA failed 
when agreement could not be 
reached on election procedures 
and other technical matters. The 
unions do agree, however, that 
the problems of automation, im- 
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Shifting filler in ordinary shoes 
(left) causes lumps and ridges. 
Pied Piper process (right) elim- 
inates filler . . . shoes stay 
smooth, flexible, comfortable. 


Pied Piper design elim- ” 
inates “growing-room- 
guesswork.” Ordin- | 
ary lasts (left) crowd ~ 
and pinch toes. Pied 
Piper lasts (right) 
permit toes to fall 
into natural position 

- » growing ‘room 
is built-in. 


EVERY 
STEP OF THE WAY... 


Pied Piper is there .. . 
from tot to pre-teen .. . 
the one complete line of 
children’s shoes with exclu- 
sive design and construc- 
tion features making every 
Pied Piper shoe extra 
special . . . in fit, com- 
ort and wear. Only 
Pied Piper builds 
more value into 
the shoe . . . for 
faster sale, bigger 
profits for fran- 
chised dealers. The 
demand market for 
Pied Pipers is tre- 
mendous . . . and it’s 
getting bigger every 
day. Sell the best... 
write today for 
complete Pied 
Piper catalog. 


| d 
Distinguished Juvenile Shoes 


Pied Piper Shoe Co. 
Wausau, Wisconsin 





ports and migration of factories 
to nonunion areas are common to 
both and can best be met together. 
They are also eyeing the many 
unorganized workers in the shoe 
industry. According to Fecteau, 
there are more than 100,000. 


Import problem aired — The 
problem of foreign competition 
brought a warning at the con- 
vention from Harry Alberstein, 
the president of Frolic Footwear, 
Inc., Jonesboro, Ark. He called 
for better service, better quality 
and lower prices from both labor 
and management. 

“The shoe industry is fighting 
a real cold war,” he said. “We are 
fighting a war which is going to 
demand closer relationship be- 
tween labor and management. 
Foreign competition is really a 
serious threat.” 

Convention delegates passed 
several resolutions pertaining to 
the foreign import problem. They 
gave a qualified endorsement to 
the Muskie Orderly Marketing 
Bill, calling it “a basic step” to- 
ward restoring “soundness and 
sanity” to shoe marketing prac- 
tices. 


DISTRIBUTION 


New Wohl warehouse contains 4 miles 
of conveyors, space for 2 million pairs 


The industry’s newest and one 
of its most modern shoe handling 
depots is now in operation near 
St. Louis. It is the distribution 
warehouse of Wohl Shoe Co. in 
Affton, St. Louis County, Mo. 

The windowless, insulated 
aluminum curtain-walled, ma- 
sonry-fronted building measures 
641 ft. by 551 ft. and houses nearly 
four miles of conveyors. 

The new facility has a capacity 
of 2 million pairs of shoes. From 
it Wohl will distribute to stores 
in all 50 states, according to 
Milton Frank, president. The new 
warehouse more than doubles the 
capacity of two warehousing facil- 
ities it supersedes, a_ six-story 
building at 17th and Lucas Ave. 
and four floors of Wohl’s eight- 
story building at 1601 Washington 
Ave., in downtown St. Louis. 


Department operator—Wohl is 


the nation’s largest operator of 
retail shoe departments as well as 
a wholesaler of women’s footwear, 
with its nationally advertised 
brands — Marquise, Jacqueline, 
Connie, Natural Poise, Corelli, 
Larks, Petite Debs and Paris Fash- 
ion — sold in more than 4,000 
stores. The firm is a division of 
Brown Shoe Co. 

In place of starting with a ware- 
house building and filling in a 
conveyor system, Wohl started 
with a conveyor-handling system 
and built the warehouse structure 
to accommodate the system. Con- 
veyors rule. 


How system operates—Cases of 
shoes arriving from manufacturers 
are received at the indoor loading 
dock (which accommodates 20 
over-the-road trailers), moved by 
conveyors to the receiving depart- 
ment, and routed over a network of 





Everyone 
picks me 
because... 


Behind every Bontex product are 
the most exhaustive research and the 


highest standards in the shoe industry 
today. Result: A constant flow of new 


and improved innersole materials for 
every process in every price range. 
That’s why more and more shoe 
men—both here and abroad—are 
specifying Bontex for the shoes 

they make or sell. 


Better shoes through 


boner shoo mows EROS IEe x ° 
by 


BUENA VISTA, VIRGINIA 


BONDED FIBERS, Inc. 


It’s the 








outstanding 
features 

that make 
the difference 


e 
PROMOTABILITY 


“Naturals” for promotion, because of 
their obvious quality, smarter styling 
and right pricing for fast turnover. 





LILSFANCO 


F-ooT WwW E& A R Ine 


400 EAST 111TH STREET, NEW YORK 29, N.Y. 


Formerly LION SANDALS, Inc. 
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Crisscrossing 363,000 sq. ft. of Wohl Shoe Co.'s new warehouse, a maze of conveyors 


expedites receiving, stocking, order-filling and shipping operations. 


Here, part of the 


conveyor system carries outbound shipments from packing department to indoor shipping 
dock. The vast building covers 8.3 acres, will serve the whole U. S. 


conveyors to stock bins where the 
single-pair boxes are filed in coded 
bins according to brand, style, 
color and size. Empty cases are 
removed by a mile-long chain con- 
veyor moving overhead through 
the bin areas. 

Order fillers select shoes from 
the bins, place them on a stock 
truck, and hook the truck to over- 
head trolley for automatic towing 





now available in 


LEATHER... 


the 

same 

wonderful 

features your 
customers love 

in those famous fabric 


Foamtread’ Slippers 


WELLCO SHOE CORPORATION, WAYNESVILLE, N. C. 


to one of 29 packing lines. The 
2,550-ft.-long tow conveyor system 
can handle 174 stock trucks at one 
time. Another conveyor system 
supplies packing lines with nine 
different sizes of shipping cartons. 
Hydraulic lifts raise stock trucks 
to a height convenient to the 
packer, who attaches shipping 
labels. Cartons move by conveyor 
to the shipping department via a 





The 
Cold-Weather 
Casual 


A new type of footwear 

of dramatic excitement 

and sales potential 
FEATURED 


August 1, 1961, issue 











spray booth where adhesive spray 
is applied and cartons sealed. 


Shipping operations — At the 
shipping department control sta- 
tion, outbound cartons are auto- 
matically weighed, recorded and 
switched to a conveyor leading to 
the waiting truck of the carrier 
specified. Conveyors in the out- 
bound system, 2,900 ft. long, dis- 
charge cases directly into a truck 
or trailer. Advanced IBM installa- 
tion keeps an exact account of the 
styles, colors and sizes stocked. 








FIRST CHOICE 
WITH 

TOP RETAILERS 

AND 


REAL BOYS 


GOLD COIN 


MOUNT JOY 


cenatniCl 
Soci 
——_ 
orbouch ALSO MAKERS OP (GW, azs 


Tee aut 8078 Action S08 
GERBERICH-PAYNE SHOE,.CO. 
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Have YOU sent for 
WZole lam olele) 41-3 ah 4-2 ata 


How to SELL 
More and Better 
Shoes. me 


the MERLIN way! 


Write: C.1.C. MACHINERY, inc. 


U.S. Distributors of Articor In-Soling Material 


Dept. 15 610 Atlantic Avenue * Boston 10, Mass. 


140 STYLE NUMBERS FOR MEN, $11.95-$15.95 retail 
28 STYLE NUMBERS FOR BOYS, $9.95-$10.95 retail 


GARDINER SHOE CO., INC. 


Gardiner, Maine 











32 ideas for easing the delivery problem 


One of the industry’s major continuing problems 
is that of securing prompt deliveries of shoe mate- 
rials and shoes. 

Representatives of the National Shoe Manufac- 
turers Assn., the National Shoe Retailers Assn. and 
the Tanners’ Council of America have exchanged 
views in an effort to promote a better understanding 
of the problem. One result of these discussions is 
a brochure issued by the three associations, titled 


Each manufacturer should— 


® Obtain more information on the style and fashion 

trends which will influence his customers and himself. 

® Try to obtain more information on tanners’ production 

schedule and inventory plans. 

©@ Avoid wherever possible requests to tanners to change 

or vary standard or industry-approved colors. 

® Give tanners color specifications and shipping instruc- 

tions as early as possible to facilitate delivery. 

® Try to consolidate orders with tanners and avoid 

placing numerous small orders which complicate tanners’ 

production. 

® Plan shoe line sufficiently early in the season to per- 

mit editing at early shows and move into production 

promptly. 

©@ Place lasts and findings orders early to permit early 

planning of the line. 

@ Make delivery dates as specific as possible. For ex- 

ample, retailers may conclude delivery in November means 

November 1, while manufacturers may interpret it as 

any time during the month. This could permit a swing 

of 30 days, which is too much on season shoes. 

® Notify retailers if deliveries will extend beyond prom- 

ised date. It is recommended that manufacturers (a) re- 

view delivery dates for all orders 30 days prior to the 

promised date and (b) notify customers immediately if 

promised delivery dates cannot be met. 

@ Establish a specific delivery date with the factory 

inventory. 

® Offer the retailer an opportunity to revise his original 

order if it is found that promised delivery dates cannot 

be met on the original order but can be met through 

alternate choices of materials and details. 

® Give reorders from present customers preferred han- 

dling over orders from new accounts. 

® Avoid acceptance of orders when it is known they can- 

not be manufactured and delivered when promised. 

© Provide more assistance to the retailer in planning 

his seasonal shoe requirements. 

® Provide the retailer with more information on pro- 

duction and delivery schedules and colors being promoted. 

® Provide factory salesmen with more information on 

the availability of lasts, patterns and leathers so that 

retailers will have more accurate knowledge of delivery 
| possibilities. 


“Suggestions for Improving Trade Operations’ and 
containing ideas for retailer, manufacturer and 
tanner. 

Merrill A. Watson, executive vice-president of 
NSMA, says, ‘“‘We believe that the observance of 
these suggestions will produce a substantial im- 
provement in the delivery problem.” 

As a service to the industry, the Recorder here 
reprints the suggestions: 


Each retailer should— 


® Obtain more information on the style and fashion 
trends which will influence his customers and himself. | 
® Plan sales program early and place orders for ade- 
quate quantities to move into the season. 

© Become better informed on the required time for tan- 
ning leather and manufacturing shoes. 

® Provide manufacturer with more information on plan- 
ned retail promotions, displays and advertising. 

© Avoid requests for changes in patterns, color and dec- 
oration which will result in delays in deliveries of finished 
shoes. 

@® Work more closely with manufacturer on fashion 
trends. 

@ Establish a specific delivery date with the factory 
salesman. 

© Review his promised date delivery file and check from 
time to time with suppliers on production of their orders. | 
@ Advise manufacturer immediately, if promised deliv- 
ery date cannot be met, if he will accept changes in the 
materials and detailing of the order which would make 
possible prompt delivery. 


Each tanner should— 


® Obtain more information on the style and fashion | 
trends which will influence his customer and himself. 
©® Try to obtain more information on customers’ produc- | 
tion programs and stock plans. 
© Advise customers as frequently as necessary on the 
time needed for specification to delivery. 

@ Make firm decisions on color lines to be produced, par- | 
ticularly on general industry standards, resist unneces- 
sary changes, and advise customers when changes are 
made. 

® Maintain some inventory of standard colors in basic | 
leathers; try to keep crust stocks to facilitate prompt | 
coloring and delivery. | 
© Be prepared for early submission of samples so that | 
manufacturers may have trials ready for seasonal show- | 
ings. 

@ Advise shoe manufacturers promptly when delivery 
schedules cannot be met or must be revised. 





LITIGATION 


FTC ends hearings in 

Brown price-fixing case 
The Federal Trade Commission 

Says it plans no further hearings 


in the Brown Shoe Co. price-fixing 
case. 
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It’s now up to the Commission’s 
examiner to study the evidence pre- 
sented in the hearings and write a 
final report. Thus it is still a mat- 
ter of many weeks before the ex- 
aminer’s decision is published. 

The examiner can either uphold 
or reject the FTC’s contention that 
Brown violated the law in insisting 


that merchants charge the retail 
prices set by Brown, and also that 
Brown illegally coerced merchants 
to omit handling lines of shoes not 
made by Brown. Brown denies both 
charges. 

Public hearings have been held 
in several areas of the country, 
and others had been planned. 
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MARKETING 


June Leather and Allied 
Shows satisfy exhibitors 


Uncertainty about the pros- 
pect of a January 1962 Leather 
Show reigned in trade circles in 
the weeks following the June show. 

While officials of the Allied 
Shoe Products Show moved ahead 
with plans for a Dec. 3-6 showing, 
the Tanners’ Council of America 
continued to weigh the pros and 
cons of a January show. 

There was no doubt, however, 
that the recently-concluded June 
showing (of leathers for spring- 
summer 1962) had produced heavy 
sampling activity. This was re- 
garded as a reflection of the up- 
ward trend of the economy after 
a lag of a year and a half in the 
industry. About 8,000 leather buy- 
ers, shoe factory executives and 
designers attended the Leather 
Show. 


LEATHER * ALLIED NEWS 





Two busy days — Heaviest at- 
tendance and greatest sampling 
were registered on Monday and 
Tuesday, the middle days of the 
four-day event. The fact that at- 
tendance was spread over a longer 
period than in the past reduced 
the hectic atmosphere of previous 
shows. 

The experiment of extending 
the usual two-day show over a 
four-day period was pronounced 
unsatisfactory by many tanners 
who gave advance caravan show- 
ings of their lines. They felt that 
the fourth day, when exhibit halls 
were open only till noon, was un- 
necessary. Most tanners, whether 
they gave preview showings or 
not, disliked having to work on 
Sunday—particularly since this 
one was Father’s Day. 


2,000 at Allied Show—The June 
Allied Products Show, meanwhile, 
was regarded as successful both 
in attendance and activity among 


exhibitors, particularly those 
dealing in fashion items and serv- 
ices. Recorded registration added 
up to 2,000 buyers, manufacturers 
and style and design executives. 

The show’s advisory committee, 
looking ahead to December, reit- 
erated its intention to uffer a com- 
plete resources market embracing 
the whole family of shoe materials 
and components, upper leathers 
and fabrics, as well as services 
and supplies. Clarence R. Heyde, 
executive director, said shoe man- 
ufacturers had already expressed 
favorable reaction to the expand- 
ed, one-stop showing. 


O’Sullivan-Gebhardt link 


A. L. Gebhardt Co., Milwaukee, 
has been named to. represent 
O’Sullivan Rubber Corp., Winches- 
ter, Va., in sales and technical 
servicing in Wisconsin, Minneso- 
ta, Illinois, Michigan, Iowa and 
Nebraska. The Gebhardt firm, a 





FIRST 


ON THE MARKET 


in All Leading Colors 


RETAIL PRICE: 


59¢ 


Special Introductory Offer 
2 Units FREE with each Dozen 


Retail Value (Doz. plus 2 FREE) $8.26 
Your Cost (Per Doz.) $4.15 
YOUR PROFIT $4.11 
(offer expires September 30, 1961) 
ALL ORDERS SHIPPED 
FREIGHT PREPAID 


Vangard Chemical Corp., Dept.” 2 
2550 W. Sullivan, St. Louis 7, Mo. 
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ORDER COMPLETE COLOR ASSORTMENT NOW °¢ FREE COUNTER DISPLAY WITH EACH ORDER 
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“WHIPPED CREAM FOAM” 


Leather Wax Polish 
One Puff 


(in Aerosol Cans) 


Shines All Colored Shoes with 


@® Wax rich foam — comes out like 


whipped cream 


@ No mess — low pressure aerosol 
dispenser gently spreads only on 


shoes — not on hands 


—____DOZ. BONE ——_ _DOZ. WHITE 
—__DOZ. RED 


Name 


® Quick— one puff shines entire shoe 


VANGARD CHEMICAL CORP., Dept. 2, 2550 W. Sullivan, St. Louis 7, Mo. 


Please ship ___ dozen cans of Coed Leather Wax, 
plus 2 FREE cans with each dozen, assorted as follows: 
—____ DOZ. BLACK 
—___DOZ. BLUE 


@ Gives a bright, lasting hard- 
wax shine 

@ Will not run or drip on hands, 
floor or furniture 

@ Seven popular colors — bone, 
white, black, brown, red, blue 
and neutral 


DOZ. BROWN 
DOZ. NEUTRAL 





Store 
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Store 
Address 





City 


State 
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55-year-old tanning company which 
is diversifying, will service shoe 
manufacturers in the six midwest- 
ern states for O’Sullivan. 


FASHION 


Joiner says popularity 
of stacked look grows 


E. E. Joiner, executive vice- 
president of Mears Heel Co., Law- 
rence, Mass., says the popularity 
cf the stacked look in heels has 
grown rapidly in recent weeks. One 
immediate effect, he reports, has 
been a sharply increased demand 
for the new spray-finished wood 
and molded plastic heels, closely 
resembling the built-up products. 


Joiner says that an interesting 
sidelight is the use of this new fin- 
ishing technique on the thinner 
and higher heels. Mears’ half-steel 
Fantasia, which has been promoted 
as the world’s thinnest heel, is be- 
ing covered with celluloid and fin- 
ished with a faithful reproduction 
of leatherboard or plywood stack- 


PRODUCTION 


Hartnett tannery won't 
reopen, Kaplan reveals 


Tanning operations at the fire- 
destroyed Hartnett Tanning Co., 
Ayer, Mass., will be permanently 
discontinued, according to Kivie 
Kaplan, president and general man- 
ager. He said the decision was 
made after careful consideration 
and because of economic conditions. 

Letters giving formal notice of 
job termination were sent to the 
company’s 360 production employ- 
ees. Kaplan said all eligible em- 
ployees would receive certain vaca- 
tion payments and _ pension-plan 
benefits. The total amount distrib- 
uted will be about $200,000, he 
added. 

Kaplan said he would cooperate 
in efforts to obtain a prospective 
employer for Ayer. 


Ballston Spa to close 


Ballston Spa Tanning Corp., Ball- 
ston Spa, N. Y., will discontinue 
tanning operations following com- 


pletion of work in progress. Henry 
F. Keating, president of Howes 
Leather Co., Inc., said the board of 
directors of Howes, parent com- 
pany of Ballston Spa Tanning, de- 
cided on the closing. Ballston Spa 
is a tanner of upper side leather. 


TRANSACTIONS 


Pfister & Vogel Tanning 


acquired by executives 


Control of Pfister & Vogel Tan- 
ning Co., Milwaukee, has passed 
from the hands of the founding 
families after 113 years. 


Operating assets of the company 
have been sold by trusts for the 
family of the late Charles P. Vogel 
to a new firm owned by key staff 
members. Officers of the new Pfis- 
ter & Vogel Tanning Co., Inc., will 
be: president, Erhard H. Buettner; 
executive vice-president, John T. 
Justen; vice-president, manufac- 
turing, Lauren Meyers; vice-presi- 
dent, sales, John R. Olson; and 
secretary and treasurer, John 
Kultgen. 








60 MILLION READERS WILL SEE DANSKIN ADVERTISING IN 
PARENT « SEVENTEEN «+ MADEM f 


DANSKIN, INC.“ 


sales action 


THE ONE AND ONLY 
BIG NAME BRAND 


‘DANSKINS re 


America 


s Most Popular 


TIGHTS - LEOTARDS - TRUNKS 


DANS OFT 


Anit of 


SRAM 


stretch nylon 


DANSKINS— 


favorites for 
everyday 
wear, too. 
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PERSONNEL 


Chains... 


G. R. KINNEY CORP., New York 
—Appointed Ralph Ellis manager 
of a store in the Merle Hay Plaza 
shopping center, Des Moines, Iowa. 


MILLER-JONES SHOES, Colum- 
bus, O.—Appointed Howard Cross 
manager of its Westgate Shopping 
Center store in Lima, O., replacing 
Vince Hubbard, who transferred to 
Bluffton, Ind. 





Other retailers ... 


ARENZ SHOE STORE, Ottumwa, 
Iowa—Appointed Paul Driscoll store 
manager, succeeding Maurice Mur- 
phy. Driscoll was formerly with the 
Arenz firm in Dubuque, Iowa. 


DR. SCHOLL’S FOOT COMFORT 
SHOP, Rochester, N. Y.—Announced 
appointment of P. E. Tillis as man- 
ager. 


SCHUMACHER BOOT SHOP, 
Milwaukee—Appointed Clyde T. 
Barnes manager of the shop, a de- 
partment in the Silverstone’s men’s 
apparel store, 400 E. Wisconsin Ave. 


Manufacturers .. . 


AMERICAN ATHLETIC SHOE 
CO., INC., Brookfield, Mass. — Ap- 
pointed Irving Swirnow vice-presi- 
dent, sales, with headquarters in 
New York. 


BROWN SHOE CO., St. Louis— 
Appointed Gerald Schimpf superin- 
tendent of the upper leather ware- 
house in St. Louis. 


ENDICOTT JOHNSON ' CORP., 
Endicott, N. Y.—Appointed Arthur 
A. Fishbaine advertising and sales 
promotion manager of the retail di- 
vision. He was formerly retail ad- 
vertising manager of Florsheim Shoe 
Co. 

Appointed C. Alan Dostal eastern 
regional director of the instock di- 
vision, with his headquarters in New 
York. He will direct the New York, 
Detroit, Philadelphia and Southern 


Cc. ALAN DOSTAL 
Endicott Johnson 


ARTHUR FISHBAINE 
Endicott Johnson 
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districts. He was formerly with Vi- 
tality division, International Shoe 
Co. 


Importers .. . 


BRESSAN IMPORT CO., Alliance, 
O.—Appointed Lou Collins production 
manager. He will take up residence 
near the Civitas factory in Florence, 
Italy, which produces shoes for Bres- 
san. He was formerly vice-president 
and plant manager of Lucky Stride 
Shoes, Ince. 


Tanners... 


A. C. LAWRENCE LEATHER 
CO., Peabody, Mass.—Appointed J. 
Ray Houlihan comptroller. He join- 
ed the company in 1922. 


Allied products... 


ARMSTRONG CORK CO., Lan- 
caster, Pa.—Announced retirement 
of Robert B. Rohrer, associate re- 
search director, effective Aug. 1, after 
44 years’ service and appointed J. 
E. Hazeltine, Jr., assistant director 
of research. 


BROWN CO., Berlin, N. H.—An- 
nounced retirement of Robert W. 
Andrews as vice-president, effective 
next Oct. 17, after seven years in 
the post. 


E. I. DU PONT DE NEMOURS & 
CO., Wilmington, Del.—Appointed 
Francis L. Shackelford, Jr., manager 
of the Chicago district sales office 
of the Dyes and Chemicals division, 
succeeding J. A. Turner, who will re- 
tire at the end of August after 42 
years’ service. 


LATEX FIBER INDUSTRIES, 
INC., Beaver Falls, N. Y.—Appointed 
Adolph (Bud) Steinbrenner as shoe 
products sales representative for 
New York, New Jersey, Pennsylvania 
and the south central seaboard, suc- 
ceeding J. F. (Jack) Walsh, who re- 
tires after 42 years with the com- 
pany and its parent firm, U. S. Rub- 
ber Co. Steinbrenner joined Latex 
Fiber Industries in 1933. 


f 


A. STEINBRENNER 
Latex Fiber Industries 


LOU COLLINS 
Bressan Import Co. 
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dance 
with 
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Whether he rides the range, or just 
likes to show a well-shod pair 
of heels at the square dance, your 
customer will go for the trim com- 
fort and authentic western style of 
the new Goding Gaiter Boot. 


This Goding Gaiter is designed for 
comfort as well as striking appear- 
ance. Elastic goring at the sides 
insures snug fit at the ankles. 
Turftan leather and Goding crafts- 
manship combine to give long 
wear. It is carried in stock in men’s 
sizes 6 to 12 inclusive, and priced to 
move in quantity — with a full mark- 
up to you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





SHOE PEOPLE 





SUCCESSFUL SALESMEN: 
Alex Latin of Minneapolis, who 
has been selling shoes for Chand- 
ler’s for 25 years, was presented 
a silver slipper award by the 
parent company, Edison Brothers 
Stores, Inc. . Burdine’s Ft. 
Lauderdale, Fla., store awarded 
a golden Oscar to Robert Finkel- 
stein, for his knowledge in the 


shoe wardrobe field. Merchandise 
manager Charles Fletcher made 
the presentation. 
+ - * 

EXTRA-CURRICULAR: 
Bernard Schear, Texas state re- 
tail supervisor for Schiff’s Shoes, 
at Houston, has been named a di- 
rector of the Sharpstown Center 
Council, merchants’ organization 











. and Cupids are making a 
big impression...on 
5,000,000 teenagers...on 
3 out of 4 teenagers in your 
area in the pages of 
Seventeen magazine. 


This Fall! This brand new brand that has already 
impressed retailers from coast-to-coast with its high-price 


styling in the most popular-price range is now being powerfully 


presented directly to 75% of the teenagers 
who stop to shop in your store. 


Cupids are in-stock. They're styled and priced to sell in-volume. There’s a broad 
range of styles and sizes. Our national advertising is backed by 
some of the most impressive in-store promotion materials you ever saw. 


Are you impressed? You will be when 
you see our catalog and our representative. 


. Write us today. 


$5.00 — $8.00 
manufactured by 


Phyllis Shoe Company, 95 Bridge St., Lowell, Mass. 





of the $14 million center sched- 
uled to open in early fall... J. W. 
Keener, president of The B. F. 
Goodrich Co., has been appointed 
to a committee which will visit 
the Harvard Graduate School of 
Business Administration and make 
recommendations on the effective- 
ness of the work of the univer- 
sity’s schools and departments. 
e e . 
RETIREMENT HONORS: When 
Clinton P. Wallace retired as 
controller of the J. F. McElwain 
Co., Nashua, N.H., recently after 
33 years with the firm, associates 
honored him with a luncheon at 
the Nashua Country Club. Wallace 
is credited with organizing McEl- 
wain’s methods and time study 
division and setting up its per- 
sonnel department. 
e 7 e 
TESTIMONIAL: More than 300 
industry leaders paid tribute to 
Benjamin D. Schwartz of Schwartz 
& Benjamin, Inc., at a testimonial 
dinner in New York on behalf of 
the United Jewish Appeal. A total 
of $600,000 was raised by the 
trade for UJA’s rescue and re- 
settlement campaign. 
a a om 
WEDDING BELLS: Sally Eliza- 
beth Field, daughter of Maxwell 
Field, executive vice-president of 
the New England Shoe and Leather 
Association, was married to Ste- 
phen Joel Patkin on June 25 in a 
garden ceremony at her parents’ 
home in Swampscott, Mass. Pat- 
kin is vice-president of Foreign 
Auto Import, Inc., Watertown, 
Mass. The couple honeymooned in 


Jamaica. ear ee 


HOME FROM EUROPE: Robert 
Cohen, president of Randolph 
Manufacturing Co., Inc., Ran- 
dolph, Mass., is back from a tour 
of Europe. He attended the Pir- 
masens Fair in Germany and 
examined latest developments in 
shoemaking. In addition he trav- 
eled through Italy, France, Den- 
mark and England touring shoe 
factories. He noted increased 
demand for canvas shoes. 

. = oe 

CIVIC-MINDED: R. W. Hur- 
rle of Hurrle Brothers Shoe Co., 
Rochester, Minn., operators of 
leased departments, has become a 
member of the board of directors 
of the Rochester Civic Theater. 
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DEATHS 


MORRIS BORKUM, 73, founder 
and president of Maybury Shoe 
Co., Rochester, N. H.; Dartmouth 
Shoe Co., Brockton, Mass., and 
Radcliffe Shoe Co., Brockton, 
Mass.; a veteran of more than 40 
years in shoe manufacturing and 
a member of 210 Associates; June 
25, in Hull, Mass. 





URBAN K. (RED) ALLEN, 63, 
sales representative in Chicago 
for Cushionized 
Bellaire and Clas- 
sical Girl Shoe 
Cos. and _ other 
lines, a past pres- 
ident of the 
National Shoe 
Travelers’ Assn., 
and a director 
and former pres- 
ident of Midwest 
Shoe Travelers’ 
Assn.; June 23, 
in Chicago, of leukemia. He had 
been an officer in the former Groves 
Shoe Co., Chicago. 


URBAN K. ALLEN 


WALLACE W. CLARK, 57, di- 
rector of management research 
for Genesco, Inc., Nashville, 
Tenn.; June 22, in Franklin, Tenn., 
of cancer. Although, after under- 
going surgery more than a year 
ago, Clark recognized that his 
chance of survival was slight, he 
remained by choice at his Genesco 
duties until he entered the hos- 
pital shortly before his death. 


W. T. (RONNIE) SPANGLER, 
West Coast sales representative 
for the Walker T. Dickerson Co., 
who resigned last April because 
of failing health after more than 
20 years’ service; June 8, in La- 
guna Beach, Calif. 


KIMBALL ADAMS, sales _ rep- 
resentative for Penaljo shoes by 
Hamilton Shoe Co. in the East 
for 14 years; June 10, in Haverhill, 
Mass., two weeks after the sudden 
death of his wife, Ruth. 


A. PHILIP RICHARDS, 84, sec- 
retary-treasurer of the Boston Shoe 
Travelers Assn. since 1942, and 
prominent in shoe sales industry 
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for many years; June 26, in 


Quincy, Mass. 


MAX MALING, 73, president 
and founder (49 years ago) of the 
Maling Shoe Co., 1400 W. Wright- 
wood Ave., Chicago; June 26, in 
Chicago, of a heart attack. 


WALTER FITZPATRICK, 75, 
who retired 15 years ago after 
40 years as head of the shoe de- 
partment at the Hamburger Co. 
and its successor, The May Co., 


BEST 
NAME in 
CHILDREN’S 
SHOES 
BECAUSE - 


MODEL SHOWN: Infants’ 1-6, $2.80 


in Los Angeles; May 29, in Los 
Angeles. He was credited with 
guiding many young proteges to 
success in the shoe business. 


JOHN L. MYERS, 58, a partner 
in North American Shoe Co., 
Providence, R. I., wholesaler, for 
40 years; June 14, in Providence. 


JAMES P. KEITH, 73, retired 
treasurer of Keith, Keith, McCain 
Shoe Co., Rockland, Mass., and 
at one time treasurer and director 


“ 


Infants’ 644-8, $3.10 B to EE 


YOUR NAME IS IN IT! The Ephrata Custom- 
Quality Juvenile Line is the exciting, young-looking, 
in-stock shoes, full of high fashion, luxurious leathers, 
smart detailing and perfect fit! Shoes as good as your 
name—and better because your name is in them! Get 
more repeat sales, more loyal customers now with your 
own exclusive brand! Put some extra-Ephrata behind 





it today! 


CALL EPHRATA SHOE CO. ° 


EPHRATA, PA. ° 


RE 3-2215 


New York Sales Office—635 Marbridge Building, NYC 





Where to Buy 





JOBS 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ‘82 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Louis 3, Missouri 





For Over 46 Years 


al Telelol lol al-le Mm dels 


CANCELLATION 
STORES 


Quolity Brands 


Largest Stocks All Price Ranges 
CE 1-6747 


Fine Foutwenr 
MOSINGER-COHM 


Lowest Prices 











ORTHOPEDIC FOOTWEAR 
TARSO PRONATOR SHOES® 


—for club feet— 

. prescribed by doctors 
as a supplement to casts in 
mild cases of talipes. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway e Yonkers, N. Y. 
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JOBS 


JOBS 





Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 














BOX HANDLERS 
YourHEART ‘<2 


Pine Penna Gene beret 
(@UOCN ER GASEER AAFE 
e 
will 


LAST 
LONGER 


Years longer, if you will 
stop climbing ladders. Long 

Arms will get the shoes from the high shelves for you, 
quicker, easier and sater than by any other method and 
will return the empties upside down. Long Arms with 
handles 24”, 36”, 48” and 60”, $3.95; with 72” 
handles, $4.95. Postage prepaid in USA. Specify 
handle length and if for men’s or women’s boxes. 


CARL BEEMAN 
Cedor Heights Rd. Stamford, Conn. 


DEATHS 


of Walk-Over Shoe Co., Brockton, 
Mass.; June 21, in Chatham, Mass. 
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FRED W. WERNER, 78, who 
became manager of the Garrett 
& Son men’s boot shop in 1912, 
bought the business in 1923 and 
operated it ever since as the 
Werner Shoe Co.; June 16, in St. 
Joseph, Mo. 


MAX B. GOLDMAN, 45, man- 
ager of Burdeen’s Shoe Store, 3434 
S. Halsted St., Chicago; June 15, 
in Chicago. 


RUSSELL SCIORTINO, 58, op- 
erator of a Buffalo, N. Y., shoe 
store for some 30 years; June 20, 
in Buffalo. 


MAXWELL SALAGNIK, 42, 
Midwestern representative for 
David Brown Shoe Co., Baltimore, 


and formerly with Genesco, Inc.; 
June 10, in Detroit. 


JOHN F. BYUS, 77, a retired 
sales representative who spent 46 
years with International Shoe 
Co.; June 19, in Tyler, Tex. 


E. R. PARKER, 62, a Hughes 
Springs, Tex., shoe retailer for 17 
years; May 25, after a short ill- 
ness. 


J. DALTON OUSLEY, 69, a re- 
tired salesman for International 
Shoe Co.; recently, in Lima, O. 


CHARLES E. ECK, 42, vice- 
president of Woodard & Wright 
Last Co., East Bridgewater, Mass., 
president of Arnold-Woodright, 
Inc., E. Weymouth, Mass., and 
president of Last Manufacturers 
Assn., Boston; recently, in Wey- 
mouth, Mass. 


FRANK H. FIEDLER, 88, a 
consultant and former executive 
of Albert Trostel and Sons Co., 
Milwaukee tanning firm; June 7, 
in Milwaukee, after a short illness. 


ALBERT D. MARSHALL, sales 
manager since 1954 at McNeill 
Engineering Co., Waltham, Mass., 
a supplier of golf spikes and re- 
lated items to shoe manufactur- 
ers; recently. 


THOMAS A. LYONS, 83, — re- 
tired business agent for the Boot 
and Shoe Workers’ Union of 
Greater Boston; June 18, in Mal- 
den, Mass. 
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Last toe converter 


What to do with all the single, 
double, triple needle toe lasts in 
this midstream switch to squares? 
Emil Bilotta of Alpha Shoe Find- 
ings of New York has come up 
with “Last Toe,” a one-shape, steel 
toe piece that will fit directly onto 
the toe of any conventional last 
... single, double or triple needle. 
It will convert to a % in., % in. 
square without distorting the lines 
of the last. The steel toe piece will 
not buckle under shoe machine 
pressure. No sizes are necessary. 
It will successfully fit anything 
from a 4 B to an 11 AAA, and 
is attached with ordinary lasting 
tacks. 


“Last Toe” will be sold by Al- 
pha Shoe Findings and Arthur 
Serling of F. W. Stuart Last Co. 
The price is $1.00-$1.25 a pair. 

Although the toe piece is pres- 
ently available in square toe only, 
there are plans for making semi- 
ovals, finger toes and crescents as 
well. These will be completed short- 
ly. SOURCE: Alpha Shoe Find- 
ings, Inc., 209 W. 38th St., New 
York, N. Y. 


High heel shield 


New high heel shield protector 
fits most heels of this type, pro- 
tects heels and counters from scuf- 
fing. Recommended for use while 
driving, working in office or store 
or around the home. Easily snapped 
on and removed, made of durable 
polyethylene and will not discolor 
shoes. No sizes, rights or lefts 
needed. Made to retail at $.79 per 
pair. SOURCE: “Art” Lindsey 
Sales Co., Warren, O. 
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Seamless stockings 


New Danskin Seamless Stock- 
ings proportioned in Junior Miss 
and Adult sizes are offered for rack 
display in individual envelopes sim- 
ilar to Danskin Tights Package. 
Display rack is available with min- 
imum order of five dozen pairs. 

Four women’s styles available in 
six colors include 400 needle point 
pin mesh, 474 needle flat knit, pin 
point mesh stretch and over-the- 
knee stretch. Junior Miss is seam- 
less pin-point mesh available ini- 
tially in three colors. Over-the-knee 
retails at $1.35 per pair, all others 
at $1.15 with wholesale range of 
$9.75 per dozen and $8.25 per doz- 
en. SOURCE: Danskin, Inc., 437 
Fifth Ave., New York, N. Y. 


Bowling pin heel 


New Beebe Bowling Pin heel fea- 
tures 5g in. wedge heel with crossed 
bowling pins. Comes in a full range 
of sizes and is available for imme- 
diate delivery. SOURCE: Athletic 
Footwear Div., Beebe Rubber Co., 
Nashua, N. H. 


New synthetic fabric 


New patented process vinyl ma- 
terial can be manufactured in two 
finishes—sporty buckskin type or 
suede finish. Adaptable for Califor- 
nia, Compo and soft sole construc- 
tion, material is 28-ounce finished 
weight, manufactured 54 in. wide 
in a range of 15 fashion colors. 

Known under trade name Swade, 
it may be cleaned with soap and 
water, is scuff, scratch and stain 
resistant, has high strength and 
durability characteristics. It is not 
a flocked material or expanded 
vinyl but an entirely new synthetic 
fabric. SOURCE: Federal Indus- 
tries, Belleville, N. J. 


Non-run foot-sox 


Non-Run Sheerlets of 100 per 
cent Du Pont high stretch nylon 
are knitted to exact. foot contour 
with lockstitch, yet are practically 


invisible on the foot. Exclusive 
Hug-Tite elastic prevents slipping. 
Each pair is packed in individual 
lipstick size plastic tube. Available 
with plastic self-service counter 
display. Retails at $.39 per pair 
or two pairs for $.75. SOURCE: 
Stretch-Fit Products Div., Rhine- 
stone Distributors, Inc., 2830 W. 
Dauphin St., Philadelphia, Pa. 


New slipper machine 


A minimum of pressure is re- 
quired in operating this new slip- 
per machine which molds sponge 
rubber soles with a smooth wear- 
ing surface directly to a fabric or 
leather upper. Consistent, even heat 
combined with a chemical blowing 
agent in the rubber compound gives 
the finished slipper the same trim 
effect of a molded shoe. 

Machine features a rotating head 
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with two lasts which permit op- 
erator to prepare second upper 
while first is in molding process. 
May also be adapted for use with 
single last. Both molds and lasts 
are thermostatically controlled. 
Available for delivery within 60 
days from order. May be leased for 
$10.00 per month or purchased out- 
right for $475.00. SOURCE: C.I.C. 
Machinery, Inc., 600 Atlantic Ave., 
Boston. 


Waterproofing, preserving 


Instant waterproofing and condi- 
tioning for all types of leather are 
provided by a new product known 
as Mink Oil. Protects and pre- 
serves wide variety of products 
including boots, shoes, luggage, 
gloves, handbags, leather uphol- 
stery, jackets and sporting goods, 
many of which are frequently ex- 
posed to dampness or wet. Mink 
Oil also conditions the leather, 
leaving it soft and pliable to pre- 
vent cracking or breaking. Thor- 
ough penetration stops rot, mildew 
and mold common to water-dam- 
aged leather. 

Compounded from natural animal 
oils, is colorless when applied, will 
not stain. Polish may be applied 
over it. Retails at $1.98 per can. 
SOURCE: Mermac Distributors, 
Salem, Oregon. 


Box forming machine 


Boxmater 35 is capable of form- 
ing all types of shoe cartons from 
infants’ through boot boxes at a 
20 per cent faster rate. A mini- 
mum width of 334 in. up to a maxi- 
mum of 12 in. gives an unusual 
range of sizes, as the machine also 
folds the end wing and lip auto- 
matically. 

The machine has a movable glu- 
ing and flexing mechanism, which 
enables the entire unit to be moved 
closer to the pressure unit when 
operating on smaller cartons and 
away on larger ones. Boxes and 
covers are held in a horizontal po- 
sition instead of a vertical one to 
provide easier handling. SOURCE: 
Hoague - Sprague Corp., Lynn, 
Mass. 
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Plastic foot covers 


Attractive “Tie Ons” foot covers 
are fabricated from clear polyethyl- 
ene film and heat sealed to prevent 
discomfort to the wearer. Provide 
true view of the foot in open toe or 
casual type shoes. Priced at $4.32 
per gross with additional volume 
discounts. SOURCE: Enterprise 
Development Co., East Detroit, 
Mich. 


Shoe top height socks 


Ankle Tanner Socks are made 
for women who want the protection 
of socks on their feet but dislike 
covering their legs in warm 
weather. They prevent the un- 
tanned look around the ankle that 
comes from wearing regular socks. 
Come in two styles, both with 
cushion sole: Cotton and stretch 
nylon at 59¢ a pair and Kroy wool 
and stretch nylon at $1 a pair. 
White only. One size fits 84% to 11. 


Packed in a one-dozen self service 
unit. SOURCE: Bear Brand Ho- 
siery Co., 131 S. Wabash Ave., Chi- 
cago 3, Ill. 


Natural color lamp 


Recommended for use in shoe 
store windows, this Natural White 
fluorescent lamp notably improves 
the appearance of shoes and other 
leather goods on display. Manufac- 
turer reports it brings vivid, natu- 
ral coloring to products that other- 
wise may appear drab and unap- 
pealing in store window. SOURCE: 
Sylvania Electric Products, Inc., 
Salem, Mass. 


Combination shoe buffer 


Expected to stimulate consider- 
able interest among consumers in 
this new combination shoe buffer 
and polish cointainer. Retailing at 
$1.50, it features a plastic foam 
buffer attached to a plastic handle. 
The latter is hollowed to contain a 
polish well and applicator. Refills 
ot polish in brown, black and neu- 
tral will be priced at 40 cents with 
other colors to be added later. 
Trade name will be ““Klean-Way by 
Lucky.” SOURCE: Lucky Plastic 
Co., Los Angeles, Cal. 


Thermoplastic box toes 

New line of thermoplastic box 
toes specifically designed for mod- 
erate and extreme needle toes. Pro- 
vides easy handling in shoe factory, 
perfect toe line reproduction and 
retention, firm feel at the tip with 
graduated “lively mellowness’’ to- 
wards the breast and no shadowing. 
SOURCE: Davis Box Toe Co., Bea- 
con, N. Y. 


Insole-stitching stapler 

Ingenious insole-stitcher is de- 
vised from ordinary woodworking 
stapler mounted on slotted - angle 
structure, enables insoles to be 
“stapled” instead of hand-tacked. 
Manufacturer claims insole-stitch- 
ing time is cut in half. SOURCE: 
Nebco Shoes, Ltd., Leicester, En- 
gland. 
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Casuals provided only summer spark 


Interest in summer-type 
shoes was low in Twin 
Cities. Retailers say women 
liked bright colors, such 
as orange, lilac and green. 


TWIN CITIES 


Black patent continued tto be 
the biggest seller in high-fashion 
footwear in most Twin Cities’ de- 
partment stores and specialty 
shops. A leading contender was 
bone, followed by white. There 
seemed to be a lot of interest in 
mid-heels—17/8, 18/8 and 19/8, al- 
though in some shops the 23/8 and 
24/8 heels were moving equally as 
well. 

The manager of a high-fashion 
operation in St. Paul said that 
such high colors as orange, lilac 
and green had gotten the nod of 
shoppers. Generally, though, there 
was not the interest in strictly 
summer-type shoes that there has 
been in previous seasons, several 
buyers and department managers 
pointed out. Interest in spectators 
especially seemed to be waning. 


Volume in points—The greatest 
volume was done with double 
needle toes, with the triple needles 
selling best in high-fashion, cost- 
lier footwear. : 

Casuals were an exception to the 
rule that summer footwear inter- 
est had slackened. All types of cas- 
ual styles moved including flats, 
Italian types, natural straws and 
nylon mesh. 


Mixed comment—A Minneapolis 
store owner said that he had sold 
out his first shipment of square- 
toe shoes for fall and had reorder- 
ed the shoes in three colors. A St. 
Paul operator said that he had just 
received his first shipment of the 
square toes but had not had a 
chance to check customer response. 

In men’s conventional * shoes, 
dressy slipons, particularly in 
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black, moved very well. Black gen- 
erally was better than brown, al- 
though the percentage has been 
narrowing. One buyer said that 
browns had come up tremendously 
even in the last month. Casual 
types sold very well in soft leath- 
ers, brushed leathers and deer- 
skins. Buyers agreed that sum- 
mer ventilated types were “not 
exciting,” and black and white as 
well as brown and white combina- 
tions were “dead.” 


St. Louis: Women select 
dark shoes for summer 


Clearances pulled fairly well in 
St. Louis, but the pace of shoe sell- 
ing must rightly be called slow. 

Women’s whites have been con- 
sistently sluggish. Black patent 
leather pumps on mid-heels appear 
to be June’s best seller in dressy 
shoes. Retailers are saying that 
more St. Louis women are buying 
and wearing dark shoes this year 
than in any previous year. Retail- 
ers feel that the Midwest’s swing 
to dark summer footwear ties into 
the great volume of dark cottons 
sold during May and June. 

Family shoe stores continue to 
report that all categories of white 
tennis shoes, rubber-soled canvas 
slipons and foam-soled sandals and 
thongs are their only truly hot 
sellers. Men’s stores are moving 
brushed pig slipons and two-eye- 
let ties in gray and tan, with few 
calls for these shoes in red, loden 
or skipper blue. 

Stix, Baer & Fuller downtown is 
featuring a special display of wo- 
men’s pumps on molded wrap- 
around soles. Uppers are summer 
leathers or fabrics such as nylon 
resembling straw. These soles are 
reported moving better in summer 
patterns than they did with sueded 
uppers for winter wear last year. 

One of the promotional shoes 
at Vandervoorts’ women’s salon 
downtown is closed pump of 


smooth bone leather stitched in 
black silk to form a “plaid” leather. 

Square-toed chisel patterns are 
displayed limitedly downtown, not 
in suburban shops yet. Sales re- 
ports are erratic. 


New York: White sales 
hold up; patents are gone 


Business in New York has defi- 
nitely perked up. 

In medium-priced stores, bones 
are making strides, patent leather 
stocks are depleted and sales on 
whites are holding up. Indications 
are that in this price category the 
double needle will continue as the 
No. 1 seller for fall, as there is not 
too much acceptance for the square 
toe. 

High-fashion shoe stores have 
entered the yearly period when 
they are featuring window dis- 
plays of styles marked down to 
sale prices to augment buying. The 
big selling items for them of late 
have been dark browns and white 
plain pumps with a handsome over- 
lay. They are complaining that 
whites were not a special seller 
this season. 

In the men’s shoe field, black 
and whites’ are reportedly doing 
better this year than last. Venti- 
lated shoes are doing very well. 
And, the elastic-gored slipon is an 
outstanding seller for year-round 
casual and dressy wear. 


Chicago: Shoemen call 
spectators ‘10-monther’ 


Women’s white spectators are 
now coming into their own in Chi- 
cago shoe stores. Reports from 
State Street stores reveal they are 
a hot item at several locations, 
and better than last year in other 
stores. 

The classic spectator in white 
and brown or white and _ black 
is especially active. Leather pref- 
erences are for soft kids. Patent, 
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too, is strong. Some dealers are 
reordering them on the theory they 
are now a 10-month shoe. 

Stacked heels continue on their 
popularity crest in heel heights 
ranging from 18/8 to 12/8. There 
is some activity in square toes 
with spool 18/8 heels on a black 
calf shoe ornamented with a small 
bow. Bone is definitely on the 
downgrade. 


Philadelphia: Curiosity 
cuts sales, say retailers 


Women in this area are inter- 
ested in what the fall will bring 
in the way of the square and round 
toes, but some retailers feel this 
curiosity is cutting into summer 
business. 

The owner of one downtown 
high-fashion shop says many of 
his customers have been putting 
off buying until they see exactly 
what the new fashions will be. 

“In the meantime, I’m left with 
a store full of pointed toes,” the 
retailer said. 

Other retailers indicated that 
they have been questioned about 
what’s coming in the fall, but this 
interest has not cut into sales dis- 
cernibly. 

White and bone—and, to a lesser 
extent, the shades of tan—are still 
the most popular colors in, of 
course, pumps. 

One retailer said this has been 
“the best year ever” for patents, 
and they are still in demand at 
his shop. 

Casuals in canvas and mesh are 
selling well. Canvas sells in white 
and shades of tan and gray and 
the mesh sells in black and whites. 


Baltimore: Stores open 
Saturdays to up figures 


In an effort to regain lost 
spring business, downtown Balti- 
more retailers almost unanimous- 
ly are staying open on Saturdays 


during the summer. That this 
will be a profitable move is doubt- 
ful, according to other retailers. 
This is especially true for 
children’s teenagers’ and boys’ 
departments, where so much of 
the volume is always done in 
branch stores. 

In women’s departments, straw 
dress shoes in black and natural, 
in all heights, are moving quickly. 


Black silk fabrics in various 
heights and white shoes are doing 
well. Bone has been oversold and 
most retailers have cleared or 
now are clearing stocks. 

The introduction of the square 
toe had a fair reception. It will 
be carried in most price lines 
for fall. The double needle will 
continue to be the number one 
toe; the triple is declining and 
is definitely out on 18/8s. There’s 
good interest in the newness of 
the crescent shape. 

Men’s summer shoes have sold 
fairly well, but most retailers still 
have larger inventories than they 
would like. The No. 1 seller is 
a brown woven leather. Black 
and brown nylon and leather mesh 
have done well. 


Denver: Sales begin 
earlier in major outlets 


Semi-annual clearance sales of 
summer shoes started in several 
major stores of the Denver area 
earlier than usual and three days 
before summer officially started. 
Discounts of from $2 to $5 a pair 
were general. 

A large independent shoe firm 
said that it was forced into the 
sale three days earlier than usual 
because major department stores 
had “jumped the gun” and sent 
out courtesy cards on shoe clear- 
ances. Another independent shoe 
company operating in the moun- 
tain states said that business was 
so good and merchandise moving 
so well at regular prices that it 
held sales openings to July 5. 
Most sales were expected to end 
by Aug. 1. 


Casual prices hold longer — A 
major shoe company held back 
many of its casual shoes for sale 
prices until July 10. Many stores 
were unloading bone, which had 
been overbought in women’s shoes, 
and some odd - and - end lots of 
whites that were not moving well. 
White, however, continues to show 
one of the biggest seasons in 
women’s and teenagers’ shoes. 
Straw casuals are moving well. 

Major selling for teenagers has 
been in white canvas shoes, new 
brushed pigskin oxfords and ny- 
lon-corduroy sports footwear. In 
the new brushed pigskin oxfords 


selling for $8.95, muted rose, 
neutral] green, tan and black have 
been in demand. 


Boston: Casual is high 
on vacation buying list 


The early weeks of July have 
recorded good selling days for 
Boston retailers. Summer weather 
has prevailed and consumers are 
showing interest in shoes for va- 
cation wear. 

Casuals for both men and women 
have been high on the buying list. 
For women, straw casuals on low 
heels have proved popular. Sandals 
have been selling strong, not only 
for beach and around-the-house 
wear, but for almost any casual 
activity or dress. Down-town Bos- 
ton shoppers have been seen wear- 
ing them. 

Black patent sales have tapered 
off, and whites are selling, but 
without real push. Bone has re- 
mained a top color preference. 
Evening dyeables are selling, gen- 
erally, on a spotty basis. 

Men’s departments have also been 
reporting healthier business with 
summer’s arrival. Men’s light- 
weight spring shoes are getting top 
call for summer dress wear. Popu- 
lar items are smooth black and 
darker browns. 


San Francisco: Dealers 
promote colored straws 


Most San Francisco shoe mer- 
chants have eased up on their 
advertising during the month just 
past. Sales promotions have em- 
phasized summer and vacation 
footwear and the extreme open 
models in barebacks and strap 
patterns started moving well. 
especially in wedge and medium 
heels. 

Some stores are pushing straws 
in colors and in pale spun gold. 
Some have stacked heels with 
white straw toes decorated with 
flower patterns. 

Walking shoes with solid mid- 
heels and flats with ribbed soles 
are proving popular for vaca- 
tioners. One leading shoe depart- 
ment is featuring soft calf sandals 
in black, sahara, red, oyster, white 
or tobacco in the $13.95 to $16.95 
bracket. 
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Will crescents outsell squares for spring? 


Upstate New York pro- 
ducers predict double 
needle toes will dominate 
the fall market, triple 
needles will lose out to new 
styles. 


ENDICOTT 


Shifting style trends, produc- 
tion and merchandising mark the 
mid-year operations of upstate New 
York shoe manufacturers. As a re- 
sult of the never-ending search for 
better methods, a generally un- 
profitable first half of the year 
seems about to be succeeded by 
better volume and profits during the 
remainder of the year. 

Producers see the square toe 
as good for the immediate future, 
but some companies look for cres- 
cent toes to cut into this market 
in the spring. 

Typical manufacturers report an 
encouraging volume of orders and 
the prospect that production will be 
stepped up this fall. There is con- 
siderable optimism about the chil- 
dren’s shoe business and the ex- 
panding market for sports, casual 
and leisure-time footwear. 

In the debate about what lasts 
and toes customers will want, up- 
state manufacturers believe needles 
will continue to dominate for some 
time, but there is a growing tend- 
ency to promote fashion with com- 
fort. One firm predicts double 
needles will maintain most of their 
share of the market, but triple 
needles will decline in popularity 
by next spring. 

Despite relatively large unem- 
ployment in several parts of the 
state, shoe factories have had only 
limited success in hiring some types 
of needed workers. Jobs for stitch- 
ers find few takers. One successful 
approach to the problem has been 
to survey labor availability in other 
areas — close by if possible — and 
open limited shoemaking operations 
in the best spots. Several Pennsyl- 
vania communities have a surplus 
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of women workers who are being 
hired for stitching footwear. 


Penna.: Orders slow, 
black predominant 


Lancaster-Reading shoe manu- 
facturers report that business on 
the men’s and boys’ lines is fair, 
but that orders are slow and indi- 
cate that retailers are depleting 
stocks and ordering cautiously. 

In men’s and boys’ lines, orders 
are predominantly for black shoes 
with pointed toes. Retailers’ orders 
reflect a preference for smooth 
leathers and loafer styling. 

Children’s shoe manufacturers 
are working at full capacity and 
report orders booked three weeks 
ahead. The orders are well ahead of 
the orders for the same time last 
year. In the medium-price lines, 
antiqued browns are the strongest 
colors. Coffee-bean brown and black 
also are making good showings. The 
style preferences are for shoes 
featuring an overlay plug and for 
gored loafers. The smooth leathers 
are preferred by most retailers. 


St. Louis: Area plants 
on five-day schedules 


With group vacation rounds com- 
pleted, St. Louis area factories 
have knuckled down to concentrate 
on fall and winter footwear. Early 
transitional pairs and some basic 
juvenile pairs have already been 
shipped—on schedule. 

Most plants are working a full 
five days at present. All categories 
of shoes are moving through pro- 
duction lines steadily, but no area 
plant reports any tremendous burst 
of unusual activity. 

Overtime is mentioned only rarely 
by isolated firms. With the profit 
squeeze on, superintendents are 
avoiding all possible bottlenecks 
that might require overtime to 
straighten out. 

Manufacturers openly voice com- 
plaints about the poor “product 
mix” this year. Spokesmen say that 


firms did not get a sufficient volume 
of reorders and fill-ins on basics 
and on spring footwear to carry 
plants along financially until pay- 
ments begin to come in on fall 
shoes. With producers’ funds tied 
up long and preciously, makers feel 
that they need a better balance of 
product mix so that income can 
flow back to producers less errati- 
cally. Reorders on triple needles 
are referred to most often as far 
below anticipated reorder volume. 


New York: Fall-line sales 
heavy, color-laden 


Shoe manufacturers in the New 
York City area report that sales of 
their fall lines have been excellent. 

The manufacturers of the lower- 
price, volume women’s lines say 
that this fall will be more of a color 
season than last fall. Orders reflect 
a heavy demand for black, but there 
is growing interest in browns, 
greens, wines, otters, and the 
neutrals. Black fabrics are being 
used for dressy women’s shoes and 
the orders for them are good. 

In the lower-price lines, the 
single needle orders show that this 
style is replacing the double needle 
as a volume seller. 


Boston: Vacation periods 
interrupting production 


Many vacation periods have been 
interrupting shoe production in the 
first half of July. Some plants are 
closing two weeks for the first time 
since 1958 due to union contracts 
negotiated last winter. 

Manufacturers say that buyers 
holding back on fall ordering may 
run into after vacation difficulties. 
Time is short for fall production 
and delayed deliveries are expected. 

Leather prices are expected to 
remain stable, but tanners’ state- 
ments show that large stocks of 
finished leather are not generally 
available, although leather volume 
has remained unexpectedly good. 





SALESMEN ON THE ROAD 


‘Welcome aboard’ 


A large attendance is predicted 
on the basis of advance registra- 
tion for the 51st annual convention 
of National Shoe Travelers’ Assn. 
in the Casablanca Hotel, Miami 
Beach, Sept. 21-22. 

“Welcome aboard,” said the 
NSTA News in its last issue, “If 
you plan to attend the National 
Shoe Fair, why not go down to 
Miami Beach a couple of days 
earlier and attend the NSTA 
Convention? Whether you are a 
delegate from your association or 
not, you are more than welcome 
at our meetings. 

“The more members who attend, 
the better knowledge they will 
have of what NSTA is doing and 
planning to do for the members. 
A well - informed membership 
makes a better association.” 


The faults of salesmen 


“Most salesmen talk too much. 
They rely too heavily on personal 
acquaintance. They don’t really try 
to find out a customer’s problems. 
And many of them don’t follow 
through, once the order book is 
closed.” 

Of course this may not apply to 
shoe travelers, but these quoted 
criticisms were found in a survey 
by O. A. Smith Corp., Milwaukee 
manufacturer, which asked 30 of 
its procurement supervisors what 
they think about salesmen. Here’s 
what emerged from the survey, 
covering thousands of salesmen 
these buyers encountered: 

Personality and habits—Three- 
fourths waste time with chit-chat, 
more than half talk too much, a 
third lack enthusiasm, and one- 
tenth call too often. 

Approach—More than half lean 
too heavily on personal acquaint- 
ance; one out of seven thinks he 
can “buy you” with lunch. 

Sales presentation—Only about 
a fourth try to learn a customer’s 
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problems and needs; 59 per cent 
don’t try to find out what they 
are; some don’t know their own 
product. 

Follow -through — More than 
half fail to help with service, and 
more than a fourth don’t follow 
the status of orders or delivery 
after they get an order. 

Of the buyers surveyed, 85 per 
cent saw the salesmen’s lack of 
knowledge of their problems as a 
deterrent to the salesmen’s suc- 
cess. 


N. Y. Travelers’ outing 


Annual summer outing of the 
Boot and Shoe Travelers’ Assn. of 
New York, Inc., will be held July 
20 at the Great River Country 
Club. Great River, L. I. 

“Prizes for all, food to take care 
of the inner man and summer sun 
and soft breezes from the great 
South Bay to take care of the 
outer man,” read the announce- 
ment from A. L. Benjamin. Cus- 
tom over the years has been lib- 
eral gift donations from all the 
membership. Nat Hausman, exec- 
utive secretary, has been taking in 
the prizes, which cannot be shoes, 
slippers or shoe trees. Golfers’ 
tickets are $14.50; non-golfers, $9. 


Convalescing.. . 


Bert Greenhouse, sales _ repre- 
sentative in Oklahoma and Kan- 
sas for Texas Boot Co., is conva- 
lescing at his home, 9717 Howe 
Drive, Overland Park, Kans., from 
severe injuries received in a 
head-on collision in Tulsa, Okla., 
last spring. Bert, whose car 
crashed with a pickup truck, was 
in St. John’s Hospital, Tulsa, for 
weeks. 





News and notes fer this page should 
be sent to: Mrs. Vivian C. Anderson, 
Salesmen on the Road Dept., 995 Lom- 
bardi Lane, Lakewood 15, Colorado. 


by VIVIAN ANDERSON 


Brachman on the job 


Just a month ago, Henry A. 
Brachman, long-time member of 
West Coast Shoe Travelers’ Asso- 
ciates, began 
working along 
with Dave Kline- 
smith, retiring 
secretary - trea- 
surer of WCSTA, 
to prepare to 
take over the full 
duties of Kline- 
smith’s post Aug. 
RE: 

Brachman is 
well known and 
well liked in the shoe fraternity, 
and he hopes to make a career of 
his new position. 

After serving in the U. S. Navy 
in World War I, Henry spent a 
number of years in various execu- 
tive positions in the St. Louis 
area. He moved to the West Coast 
in 1933 and traveled for a St. 
Louis shoe house until the Navy 
again called on his services in 
World War II. Again he returned 
to traveling the Southwest and 
West Coast areas. 


HENRY BRACHMAN 


Congratulations to... 


® Henry Clay, popuiar member 
of the Ohio Shoe Travelers Club, 
who is “living it up” in a new 
home—complete with swimming 
pool—he has purchased in Bay 
Village, a Cleveland suburb. 

e Mr. and Mrs. Arthur Benja- 
min (he’s president of New York 
Boot and Shoe Travelers’ Assn.) 
upon the arrival May 29 of a baby 
daughter, Julia Rose. 

© Jack Smock of WCTSA, sales 
representative for International 
Shoe Co., who was named “Best 
Dressed Father of the Year’ by 
the Men’s Apparel Guild of Cali- 
fornia. He received a complete 
California-made wardrobe for his 
prize. Selection of well-dressed 
contestants is made on the streets. 
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Wanted to Purchase 





CASH 
TOP PRICES 
for suppLus SHOES 


CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast action . . . quality 
men's, women's and children’s shoes 


: Phone CE 1|-6747 
Fine Footwear For over 46 YEARS 


MOSINGER-COHN 


1235 Washington St. Louis 3, Mo. 





M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















Seth Gaffin Shoes 


146 DUANE ST. 
NEW YORK 13, N. Y. 
BE 3-7290 





Precocious punster 


A retailer and her 11-year-old 
daughter stood in the doorway of 
room 696, Albany Hotel, Denver, 
and peeked in at the Tweedie line. 
Joe West of Bonham, Tex., Twee- 
die salesman, held out his hand 
and invited the lady into the room. 
She introduced her daughter to 
him. The girl looked at West a 
moment, smiled and quipped, “Joe 
West, young girl, Joe West!” 
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B. & R. PAYS THE LIMIT 


CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 
YOUR NAME PROTECTED Hf 


B.& R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


WE BUY 


Phone or wire 
collect 











WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN’S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 














KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 











FOR CLOSE-OUTS of 
abst M Ay -Y a MENS: WOMEN’S and 
CHILDREN’S SHOES 
Complete Stocks and 


Stores Solicited 
At All Times. 


) = 9-@ 5 o C— 


—3 = 09} >a OOF 


79-81 READE ST 
NEW YORK 7, NY 


YOU GET 


CASH 


Phone: WOrth 2-5180 








Classified and Want Ads 





SALESMEN WANTED 











BATES SHOE COMPANY 


America’s fashion leader in men’s dress and casual foot- 
wear has an established territory available comprising of 
Florida, South Carolina, Alabama, Georgia, and the gulf 
area. Experienced manufacturers salesmen only. Write 
in confidence outlining experience and qualifications to: 


MR. MARTIN P. NESLUSAN, Asst. Sales Mgr. 


BATES SHOE COMPANY 
PARK STREET, WEBSTER, MASSACHUSETTS 








WANTED — SALESMEN TO CARRY A 
LINE OF INFANTS’ AND CHILDRENS’ 
Prewelt shoes. Charles B. Turner, Sales Man- 
ager, P. O. Box 151, Maytown, Pa. 





FACTORY OF SO. FRANCE, LICENSED 
DEALERS IN NEW SPORT SHOES, 
SEEKS SALESMEN for retailing to the 
United States. Write for details to Vascony 
Agence Havas Pau (B. Pyr.) France. 





Well-rated established manufacturer of 
men’s popular-priced Goodyear Welts 
expanding in-stock line throughout the 
country. Territories available include all 
Western and Mid-Western States, Ten- 
nessee, Arkansas, Mississippi and Ken- 
tucky. 


This complete line of men’s dress shoes 
is priced below all competition and of- 
fers a fine opportunity for substantial 
earnings. May be carried as a non-con- 
flicting side line. Interested parties 
please contact 


H. C. Semenserc, Emons SHOE Co. 
210 Lincoln Street, Boston, Mass. 








CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words). .$3.66 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Moximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: 


Classified Advertising 
Is payable in advance 





SALES REPRESENTATION — Metropoli- 
tan New York, New Jersey, Philadelphia, Wash- 
ington, D. C., California and Florida for stock 
and make up line of women’s dress, growing 
girls’ orthopedics, professional duty shoes, and 
conductive footwear. a 7% commission 
basis. Write Antioch Shoe Company, Goffstown, 
N. H. 





MANY GOOD MIDWEST, SOUTHERN 
AND NORTHERN TERRITORIES STILL 
AVAILABLE. The work is hard but reward 
great. Write Modern Shoe Co., 1201 Washing- 
ton Avenue, St. Louis, Missouri. 





BUSINESS 
OPPORTUNITY 








Long established shoe supply company 
offers rare opportunity for top man with 
non-conflicting lines. Must be presently 
selling Arizona, Nevada and New Mex- 
ico. Our line: Women’s & children’s 
corduroy tennis shoes and men’s, wom- 
en’s and children’s canvas tennis shoes. 
Also complete line of polishes & fram- 
ings. Wire, write 


Mr. Simon, Wilco Co., 
4425 Bandini Blvd., Los Angeles 

















GIVE-AWAYS 





BACK TO SCHOOL—IMPRINTED PLAS- 
TIC PENCIL BOXES—COMIC books, sur- 
rise bags. Catalog. Hecht Mfg., 184 Merrick 
oad, Merrick, New York. 





WANTED TO PURCHASE 





WANTED, DAMAGED, REJECTED, 
WORN SHOES, “as is” conditions. All types. 
Regular purchaser. Max Newman, 1348 South 
Street, Philadelphia, Pa., KI 5-9766. 





SIDELINE SALESMEN 
WANTED 








OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 

















SIDELINE SALESMEN FOR NATION.- 


LEATHER TRADES, I 4 
SOUTH AND SOUTHWEST. GENEROUS 
COMMISSION. State qualifications, experi- 
ence. Hollywood Shoe Polish, Richmond Hill] 
19, New York. 


LINE WANTED 





SALESMAN WITH ESTABLISHED AC- 
COUNTS WEST TEXAS, NEW MEXICO, 
Arizona seeks lines. Ladies dress and play 
shoes. Commission and weekly advanced draw- 
ing account. Reply to Box 915, Boot AND 
Suor Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 





MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
Worid’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 


term trial offer. 
Nome 
Company 
City 
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REPRESENTATIVES 
WANTED 








ESTABLISHED 
WISCONSIN TERRITORY 


OUR REGULAR REPRESENTATIVE IN 
THIS TERRITORY HAS HAD TO TAKE 
EARLY RETIREMENT BECAUSE OF ILL 
HEALTH. We need an aggressive re- 
placement to maintain this territory. 
All applications held in strictest confi- 
dence. Our employees know of this 
ad. Salary and/or commission to be 
arranged. This is an established Wis- 
consin firm. 


Reply to Box 905, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





Classified and Want Ads 








SALES REPRESENTATIVE WANTED 














REPRESENTATION WANTED. NEW, 
HOT, PATENTED SHOE ACCESSORY 
ITEM. Tested fast seller in shoe, shoe-repair, 
and department stores. Morgan Manufacturing, 
2430 Clifford, Detroit 1, Michigan. 





REPRESENTATIVE TO CARRY SOFT- 
SOLE INFANTS’ SLIPPERS as sideline. 
Many territories open. Liberal commission 
basis. Reply to Box 917, Boot anp SHOE 
RECORDER, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





SALESMAN WANTED FOR _ HIGH 
GRADE MEN’S' SHOES, So. California. 
fligh class, intelligent, neat, good appearance, 
aggressive, fast, well informed in and out of 
shoe circles, hard worker, long hours. Age 
25-35. Retail experience desired. Interviews 
will be granted on basis of completeness of 
hand written applications. Stating Everything 
about yourself that you think I should want 
to know. Details. Box 389, Hollywood, Cali- 
fornia. Confidential. 


Juvenile shoes—for 


All replies 
confidential to 





announces the opening of applications 


for the position of 


SALES REPRESENTATIVE 


This position calls for an aggressive, experienced man to travel 
Northwest territory (including San Francisco) with highest quality 
well-established, 
scheduling interviews for San Francisco, Seattle and Milwaukee. 


The Herbst Shoe 
Manufacturing Company 


respected Company. Now 


HERBST SHOE MFG. CO. 

Att'n: Wm. R. Furst 
Director of Sales 

Box 2005 

Milwaukee |, Wis. 











POSITION WANTED 


FOR SALE 





OUTSTANDING NATIONALLY  AD- 
VERTISED INSTOCK LINE OF MEN'S 
fashion footwear needs top notch rep- 
resentative tor Georgia- Florida; Illinois- 

ippi. Reply 





with ue resume. 


Reply to Box 913, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 








AMERICAN. FORTY YEARS RETAIL- 
ING MEN’S QUALITY SHOES; 23 YEARS 
WITH ONE COMPANY IN NEW YORK 
CITY; Madison Avenue clientele—desires job 
with American shoe manufacturer or retailer 
in Lima, Peru. Would consider other loca- 
tions on South America. Age 57. Married. 
No children. Reply to Box 914, Boor anp 
SHoE REcORDER, © ape: & 56th Streets, 
Philadelphia 39, 





Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK 


BOOT AND SHOE RECORDER 




















Please check if box No. is Wanted [] 


Enclosed is Check 0 
Money Order 0 








July 15, 1961 


GOOD GOING. FOOT-so-PORT SHOE 
STORE. CITY OF 300,000 (three hundred 
thousand) in Omaha, Nebraska and Sioux 
City, Iowa. Foot-so-Port Shoe Co., Forest & 
Westover Streets, Oconomowoc, Wisconsin. 





FOR SALE AT CURRENT INVENTORY. 
Owner retiring from long established family 
store in New York State village. Rural shop- 
ping center. Absolutely top brands. Reply to 
Box 916, Boot anp SHoE ReEcorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





FAMILY SHOE STORE, CENTRAL 
MASSACHUSETTS. DOCTOR FORCES 
ME TO RETIRE. Established 39 years. In- 
ventory $24,000. Best location in town. Will 
do 40,000 and better. For quick sale. $11,000 
will take it. Reply to Box 911, Boot anp 
Suoe Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 





FAMILY SHOE _ STORE. MODERN, 
CLEAN, LOW INVENTORY. Advertised 
brands, low expenses, ~ and wife operation. 
Southern Illinois. Reply to Box 902, Boor 
AND SHOE RECORDER, “hestnut & 56th Streets, 
Philadelphia 39, Penna. 





A GOING CONCERN, CURRENTLY 
MANUFACTURING INFANTS AND CHIL- 
DREN’S Pre-Welt, Bonwelt and Cement shoes, 
located in Eastern Pennsylvania. Reply to Box 
890, Boot anp SnHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 


FOR RENT 


FOR RENT: ONE FLOOR about 400 
square feet, office and display in the heart of 
the shoe district; also available separately. 
Hersh & Back Shoe Corp., 138 Duane Street. 
Tel.: Rector 2-6388. 
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INDEX TO ADVERTISERS 





This index is published as a convenience. 


American Girl Shoe 
Armour Leather Company 
Armstrong Cork Company 
Avon Sole Company 


B & R Shoe Company . 

Baris Shoe Company 

Beebe Rubber Company 

Berned Shoe Company 

Bonded Fibers, Inc. 

Boot and Shoe Recorder 
Brooks, William, Shoe Co., The 


C. |. C. Machinery, Inc. 
Camitta Shoe Co. 
Carter, J. W., Company 


Danskin, Inc. 


Eby Shoe Corporation 
Edwards Shoes, Inc. . . 
Edwards, Vincent, Company 
Endicott-Johnson Corp. 
Ephrata Shoe Company 
Evans, L. B., Company 
Everett & Barron Company 


Foye, Jehan A. Ghee Coe............. 
Gaffin, Seth, Shoes, Inc. 

Gardiner Shoe Company, Inc. 
ae Tire and Rubber Company, 


e 
Gerberich-Payne Shoe Co. 


THE LAST WORD 





Impact 

The Farmington Shoe Co., 
Farmington, Me., recently gave its 
over 500 employees their weekly 
pay in $2 bills. This was done to 
show the impact that an industry’s 
payroll has upon a community. 
When the company started at 
Farmington in June, 1956, the first 
week’s payroll was $325. Now it is 
well over $20,000. 


Soft shoe 


It was so hot on the stage during 
the Boston Arts Festival’s “Amer- 
ica Dances” program this spring 
that ballerina Mia Slavenska’s toe 
shoe melted. 


Water shoes 

Shoes that permit walking over 
water are among the American 
products to be displayed at the 
German Industries exhibition to be 
held in Berlin Oct. 14-29. 

The shoes are about three feet 
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Gilbert Shoe Co., The ...... 3 | 
Goding Boots, Inc. .. 8! 
Goodyear Tire and Rubber Company, 

The 
Gotham Shoe Mfg. Co., Inc. 69 
Green Shoe Mfg. Co. ....... Back Cover 


Hagerty, P., Shoe Co., The 74 
Hempstead Shoe Co. 91 
Hollywood Products Inc. 71 
Hubschman, E., & Sons .... Second Cover 


Irving Tanning Company.Inside Back Cover 


Jarman Shoe Company .. 31 
Jenkins, George O., Co., The. 28 
Juvenile Shoe Corporation of America, 


wD. canes eee 


Keith, Geo. E., Company o 
Kelly Sales Inc. 91 
Kepner, C. D., Leather Co. 71 


Leo's Advance Theatrical Co. , 6 
Lisanco Footwear, Inc. 76 


84 


Marbon Chemical Division Borg-Warner 
Markell, M. J., Shoe Co., Inc. 84 
Miller, O. A., Division of United Shoe 
Machinery Corp. 15 
Mosinger-Cohn Shoe Co. 84, 
Mutual Shoe Sales Company es 


long, are made of fiberglass, and 
are impervious to water. They 
weigh about 8 Ibs. each—less than 
water skis. 


Heads up! 

The girl greeted her boy friend 
with, “Notice anything different 
about me?” 

“New shoes?” 

“No, something else.” 

“IT give up.” 

“T’m wearing a gas mask.” 


No feet? 

Bert Hudson, a shoe repairman 
in Trenton, Mo., found a $20 bill 
in a shoe he had received for re- 
pairs. During his 28 years in busi- 
ness he has found dead mice, spar- 
rows and spiders but never money. 


Picked toes 

A young man in Glasgow, Scot- 
land, was faced with the concrete 
proposition: give up your winkle 
picker shoes or your toes. A sales- 
man in a shoe department, he had 
such painful feet, after wearing 


No liability is assumed for errors or omissions. 


Phyllis Shoe Company 
Pied Piper Shoe Co. 
Pittsburgh Plate Glass Company 


Quoddy Mocassins 


Reader's Digest MF 
Nee eer 
Romito-Donnelly Corporation 

Royal Cadet Footwear 

Rubin, Irvin rin 


Shaw, M. T., Inc. i\onns 
Step Master Shoes, Inc. ..... 
Stoff, M., & Company .. 


Tingley Rubber pened cee 
Topps Shoe Store ...... pe 


Ee rere ree 
United Shoe Machinery Corporation 8, 


Vaisey-Bristol Shoe Co. 
Vangard Chemical me ae 
Vitality Shoes 


Wall-Streeter Shoe Company 
Wamsutta/Pacific Industrial Fabrics 
Weil, M. K., Shoe Company eS 
Wellco Shoe Corporation 


out six pairs of winkle pickers, that 
he went to a hospital. There doc- 
tors broke and reset eight toes and 
advised amputating two from each 
foot. “I’ll give up my shoes but not 
my toes,” said the young man, and 
heaved his last pair of winkle pick- 
ers into a corner of the hospital 
ward. 


Chicken shoes 

Chicken leather shoes are the 
latest fashion among Bulgarian 
women, according to a recent Radio 
Sofia broadcast. It said factories 
have started turning out large 
quantities of shoes made of leather 
from the legs of domestic poultry 
in order to reduce imports of more 
conventional types of leather. 


Shoe polish 

A shoe clerk had spent a good 
half hour on a sour-faced customer 
without a sale. Finally the woman 
snapped, “Young man, I’m taking 
my trade elsewhere. Why is it that 
I never get what I ask for?” 

“Perhaps we’re too polite,” said 
the clerk. 
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WE THANK THE LEATHER INDUSTRIES 
OF AMERICA FOR THIS FINE SALUTE, 








AND PUT IT IN PRINT NOT TO BE BOAST- 





FUL BUT TO EXPRESS OUR PLEASURE IN 
THIS TRADE-WIDE ENDORSEMENT OF 
STRIDE RITE STYLING. @ AND IF WE DON'T 
WANT TO BE BOASTFUL, WE SURELY DON’T 
WANT TO BE STUFFY. BUT WE MUST 
SAY NOW AND FOR ALL TIME; OUR FIRST 
PRIZE IN STYLING WILL ALWAYS COME 
SECOND TO OUR FIRST PRIDE — FIT. 


























